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Jack Dempsey bas tried to enlist 
in the army, and Man Mountain 
Dean has volunteered for the tank 
corps. But couldn’t he do a lot 
more good serving as an airplane 
carrier? 

mo a 


Gladys the beautiful receptionist 
says those reps bemoaning automo- 
bile production cuts ought to re- 
member that now maybe they’ll be 
able to find a place to park. 


-. a 


Carl Byoir is threatening to enter 
the institutional advertising field, 
perhaps hoping one day to rival an 
old advertising institution named 
the Millis Advertising Agency. 
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Gluyas Williams may be able to 
find material for one of his “Diffi- 
cult Decisions” in the picture of 
CBS giving Dr Warne time in 
which to knock its advertisers. 
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Charlie McCarthy, ADVERTISING 
AGE notes, is going to continue to 
perform under the banner of J. 
Walter Thompson. What happened 
—did they persuade the sponsor to 
boost Charlie from 75 cents to $1 
a week? 
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if the bus lines go through with 
that plan to launch an institutional 
campaign, it might enable them to 
get a little larger helping of replace- 
ment tires. 


vgy¥se iy? 
It’s a wise publisher who knows 


when an ad is front-page news, as 
the Traverse City Record-Eagle did 


when it put the U. S. Army Recruit- | 


ing Service copy on Page One. 
- + = 


Tin cans for beer are to be dis- 
couraged, Washington reports, but 
that isn’t going to prevent the 
customary place of honor being 
assigned to the honest 
daily growler. 


v v v 
Remembering 1919, prohibition 
advocates are looking hopefully 


toward Washington. But  hardly|in territories still open. This looks | 1, 
anybody in the capital has time |like an excellent opportunity for the | th 
right now for another noble experi-| automobile and brewing industries | 


ment. 
vgs 


If dog food manufacturers find 
they can’t get cans for the duration, 


they’ll just have to ask Fido to| ot our intention to replace present | 
automobile deal- | 


take a temporary back seat in favor 
of the dogs of war. 


,  ¥ 


Don’t crowd, boys. That new 
gadget of Holeproof Hosiery, which 
enables you to insure both fit and 
length for a lady’s leg, will be oper- 
ated only by salesgirIls. 
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ome companies are advocating 
thet their salesmen tip with defense 
8a\ing stamps. That’s an idea which 


Will be heartily approved by every- | 


| DIRECTORY OF FEATURES 


boy except the tippee. 
~~ VV FP 


W. F. Williamson, manager of the | 
National Coffee Association, says 
tha: without coffee our commercial | 
Telations with Latin America would 

of no importance. And without 
Coffee a lot of personal relations | 
_ 4 degenerate to the absolute) 
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‘Sell Beer Instead 
of Cars, Goebel 
Urges Dealers 


Detroit Company 
Offers Distributorships 
in Open Territories 


keting plan which opens a new field 
of business activity to hard-pressed 
automobile dealers was announced 
here today by the Goebel Brewing 
Company. If it works—as the com- 
pany confidently believes it will— 
selected dealers soon will be selling 
beer instead of cars. 

In a_ straight-from-the-shoulder 
advertisement which is attracting 
widespread interest in the automo- 
tive trade, Goebel offers to respon- 
sible automobile dealers in selected 
territories an opportunity to join 
the Goebel organization as distrib- 
utors for ‘“Michigan’s National 
Beer.” 


Dealers Seek Openings 


Since car sales are banned and 
production is soon to be stopped, 
E. J. Anderson, Goebel president, 
pointed out that “many alert deal- 
ers are looking for openings in other 
fields, to supplement their service, 
fused car, and accessory siness.% 
The company’s advertiseMent, re- 
leased in the automotive business 
papers through Goebel’s agency, 
Brooke, Smith, French & Dorrance, 
Inc., of Detroit and New York, 
declares that auto dealers are par- 
ticularly well equipped in facilities, 
sales set-up and experience to 
|handle distribution of beer. Copy 
emphasizes that the plan enables 
|them to use showroom and storage 
'space already availablg, and that it 
‘need not interfere with service and 


Detroit, Jan. 8.—A war-born mar- | 


| _ ALCOA MAINTAINS AD PACE FOR ‘42, 
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theme is introduced in the ad at left, 


papers throughout the U. S. Fuller & 


Although it has nothing to sell right now, Aluminum Co. of America will spend 
almost as much for advertising and promotion this year as in 1941. 


The ‘42 


appearing in business publications. At 


right, is Alcoa's special wartime report to the nation which appeared in 98 news- 


Smith & Ross is the agency for business 


paper and magazine advertising; Ketchum, Macleod & Grove handled the one- 
time newspaper schedule. 


OPM Official 
Sees Spring Rise 
in Furniture Sales 


Furnishings Groups 
Get Ready for 1942 
Promotion Job 


By FRANK HICKS 
Chicago, Jan. 7.—The furniture 
|}industry, currently wallowing in a 
| trough of the sales curve as a result 
|}of America’s entry into the war, will 
| enjoy a pronounced increase in 


Nothing to Sell, 
Much fo Advertise: 
Alcoa's ‘42 View 


‘Imagineering’ Is Theme 
for Company's New 
Campaign 


By RAYMOND G. GIBNEY 
Pittsburgh, Jan. 8. The Alumi- 
num Company of America, instead 
of curtailing or dropping entirely 
its advertising and promotional ef- 
|forts for the new year, will spend 


used car operations, at present the | business this spring, in the opinion | almost as much money for this pur- 


mainstay of automobile dealer busi-|of James F. Bogardus, price admin-|pose as it did in 1941 and prior 


ness. 
| Won't Replace Present Outlets 


| Explaining Goebel’s position, Mr. 
Anderson said: “Our distribution 
is expanding rapidly, on a nation- 
wide basis, and our program calls 
for good distributor representation 


to get together to the advantage of 
| both. 

“Our present organization is 
}strong and well-balanced, and it is 


distributors with 
lers. They can give us, however, just 
|the type of representation we need 
at certain points.” 

Along with announcement of the 
new distributor plan, Goebel also 
reported an increase of 33 per cent 
in sales for 1941 as compared with 
the preceding year. The company 
jis said to have distribution in 28 
|states and is building toward na- 
|tional distribution as quickly as 
advisable. 


| Ad-libbing RR 
Basic Business Index ‘ia 28 
Business Digest 23 
Editorials 12 
Getting Personal 24 
Information for Advertisers .. 12 
Obituaries 

Photographic Review 31 
Rough Proofs l 
Voice of the Advertiser - 18 


istrator of the durable goods section 


lof the Office of Price Administra-|'42 is only slightly under that for | 
tion. His pronouncement here Mon-|last year, though the company was | the 
day signaled the start of the two-| among the first of the nation’s major | appeared 


week winter home 
| market centered, for the most part, 
‘in the American Furniture Mart and 
| Merchandise Mart. 

| Stability of prices in this field has 
ade price freezing unnecessary at 
is time, the OPM official said, 
lalthough he admitted that price 
| (Continued on Page 29) 

| 


|years. The total appropriation for 


'fense and no longer has any goods 
to sell. 

A coined phrase, “Imagineering 
|for the future,”’ will constitute the 
|over-all theme of the company’s 
11942 advertising program, which is 
lto continue the institutional efforts 
| (Continued on Page 25) 


New York, Jan. 9.—Ingersoll-W 


appropriation for the first half of 1942 20 per cent over last year. 


Last Minute News Flashes 
Ingersoll Boosts Advertising Budget 20 Per Cent 


aterbury has boosted its 


The 


Company 


Sugar Restriction 
Hits High-Flying 
Soft Drink Industry 


Order Has Varying 
Effects on Promotion 
Plans for 1942 


| New York, Jan. 8.—After winding 
up a record sales year, thanks 
chiefly to big factory payrolls and 
mushrooming army camps, the 
high-flying soft drink field ran 
smack into war’s stern reality this 
week. Production curtailments that 
may, in some cases, wipe out the 
substantial gains recorded in 1941 
appeared probable and uncertainty 
began to cloud the pursuance of 
some promotion programs, most of 
|which had been stepped up over 
last year’s tempo. 

The OPM order which hit car- 
bonated beverage bottlers restricts 
sugar deliveries to industrial users 
to the rate prevailing in 1940. 
Indicative of the immediate effect 
of the edict was an announcement 
by Coca-Cola Bottling Company, 
Chattanooga, that deliveries to deal- 
ers would immediately be cut 35 
per cent. A statement to the retail 
trade explained that the government 
restriction on sugar consumption 
had made it necessary for the com- 
pany to curtail its production sub- 
stantially. Other Coca-Cola units 
adopted a similar policy. 

Royal Crown Bottling Company, 
Columbus, Ga., likewise instituted a 
dealer rationing plan. Up to this 
writing, however, there are no indi- 
cations that advertising plans have 
been affected adversely. Executives 
of most leading companies are 
closeted with OPM officials in an 
attempt to iron out some of the 
uncertainties and merchandising 
decisions will probably depend on 
the outcome of these conferences. 


Advertising to Continue 


The designation of 1940 levels as 
base for current operations 
likely to affect most 


furnishings| industries to go “all-out” for de-| severely those soft drink distribu- 


tors that recorded the biggest sales 
gains last year. An official of the 
Pepsi-Cola Company, for example, 
told ApverTISING AGE that 1941 sales 
/were 75 per cent ahead of 1940. A 
return to the latter rate of produc- 
tion would obviously wipe out the 
progress made last year, but the 
| Pepsi-Cola spokesman declared that 
regardless of the uncertainties 
ljahead the company’s advertising 
|program would continue unabated. 

Canada Dry Ginger Ale, Inc., re- 
ported that no decision had thus far 
been made that would affect 1942 


new campaign, featuring war production, will start in the Jan. 26 Life advertising schedules, but reports 
and will appear in The American Weekly, This Week Magazine, Farm|in radio circles indicated a_possi- 
Journal and Farmer’s Wife, Successful Farming, and weekly newspapers. | bility that the Spur “Michael and 
| Charles W. Hoyt Company is the agency. 


Goodrich Breaks Special Newspaper Copy 


New York, Jan. 9.—Designation of B. F. Goodrich Company dealers | ttibution of Spur moved into high 


, 


as “tire information headquarters’ 


was the theme of the first in a spe- 


cial series of ads which broke in three New York newspapers today and 


will appear in 380 of the country’s dailies Jan. 12. 


BBDO is the agency. 


Rollins Hosiery to Resume National Advertising 


Des Moines, Jan. 9.—Sales representatives of the Rollins Hosiery Mills, 


meeting here, have been advised by 


Laurance Mayer, new president, that 


| the company is planning to return to national advertising with Al Paul 


Lefton Company, New York, handli 


ng the account. 


‘Bauer & Black Opens National Drive 


Chicago, Jan. 9.—Bauer & Black will launch a new national advertis- 
27|ing campaign this month, using newspapers, magazines, trade papers 


and medical publications with Ruthrauff & Ryan, New York, handling 
Blue Jay foot product promotion, and J. Walter Thompson Company, 


Chicago, as agency for elastic goods, surgical dressings and sutures. 


Kitty” program, heard over the 
NBC Blue network, might be 
dropped as a war casualty. Dis- 


gear last year, after extensive tests 
had launched the new line during 
1940. Sugar allotments based on 
the latter year’s production would 
obviously darken the _ product’s 
future. 

Dr. Pepper Company had mapped 
out a promotion program substan- 
tially increased over 1941, but the 
new conditions will probably curb 
the expansion. It was indicated, 


however, that advertising will con- 
tinue on a par with last year. 
Immediately after the sugar edict 
was announced, Charles E. Hires 
Company ordered all advertising to 
be held up and future plans will 
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depend on a clarification of the ‘than one billion dollars, retail value. | 
situation. | Industry sales last year were about | 

A spokesman for Hoffman Bev-|25 per cent ahead of 1940, and in 
erage Company said that no adver-|the latter year advertising expendi- 
tising curtailment was in the offing, | tures in newspapers, magazines and 
chiefly because copy can be shifted | network radio were approximately 


easily from carbonated beverages | gg _ 000,000. Extensive use of spot 
to beer. 


Subject Under Discussion 


As far as the Seven-Up Company, 
St. Louis, is concerned no changes 


in 1942 promotion plans are con-|in excess of: $11,000,000. 
time, | to 1940 production and sales quotas 


templated at the present 


|radio, outdoor posters and signs and 
| point-of-sale displays accounted for 
lat least $2,000,000 more, pointing to 


a total 1940 advertising expenditure 
A return 


although the matter is under dis | would probably mean that, barring 
cussion at regional meetings now |"€W complications, this figure would 


under way. Young & Rubicam, | 
Chicago, is the agency. The same 
may be said for the Welch Grape | 


Juice Company, Westfield, N. Y., 
which also is having regional meet- | 
ings now. H. W. Kastor & Sons 
Company, Chicago, is the agency. 

One phase of soft drink mer- 
chandising expected to feel the war 
impact most severely is vending 
machines. OPM requirements call 
for a 25 per cent cut in steel con- 
sumption this month and a 50 per 
cent drop in February. Restrictions 
on production of beverage coolers 
were also regarded as a handicap 
for the industry. 

Although official figures on car- 
bonated beverage sales are _ not 
available, industry sources estimate 
bottle sales alone last year at more 


|tion to 
|same 1940 month, 


represent anticipated expenditures 
for 1942. 


BEVERAGE INDUSTRY 
CHIEF SUFFERER 

Washington, D. C., Jan. 7.—Al- 
though the restriction order on 
sugar issued last month by the 
Office of Production Management 


ldid not single out the carbonated 


beverage industry for special treat- 
ment, and applies to bottlers the 
same as it does to confectioners and 
bekers, the beverage field appears 
to be a chief sufferer. 

The order limits sugar consump- 
amounts used during the 
on the tentative 
finding that the 1942 supply will 
approximate that of 1940. Since the 
beverage industry has expanded 


rapidly in the two-year interval,| duction of alcohol on a vastly in- 
the effect of the order is to curtail| creased scale. Also unknown then 
production an estimated 10-20 per|and now is the total inventory of 
cent. |sugar in the hands of wholesalers, 
OPM issued the order Dec. 13 to| jobbers and industrial users. 
meet several situations. One was Aveid Sugar Panic 
to stop consumer hoarding, which | 
was started after our entry into the | OPM attempted to meet all these 
war a week earlier by those who/| uncertainties and at the same time 
remembered the sugar rationing of|not raise the spectre of another 
World War I. Another was because | Sugar shortage which would only 
of the loss or threatened loss|lead to increased hoarding. The 
of the Philippine and Hawaiian|order was @ stopgap, pending fur- 
crop, which normally accounts for| ther investigation and later devel- 
roughly 15 per cent of the American|opments. It is expected that the 
supply. 'order will be amended, replaced or 
° — interpreted as soon as reports re- 
All Cuban Output to U. 5. quired to be submitted by Jan. 15 
The government took steps before |are received and analyzed. What- 
the war to insure its sugar supply | ever change is made in the order is 
by contracting for the entire output|not expected to increase supplies 
of Cuba. There are other uncer-| available to bottlers or other users. 
tainties in this connection, however,| Rationing of sugar has already 
for transportation may not be avail-| become a reality in numerous areas. 
able in sufficient quantity. Then,|In Washington some retailers have 


Andrew Named 
Industrial Adman 
of Past Year 


Chicago, Jan. 9.—Edwin L. An- 
drew, vice-president, Fuller & Smit} 
& Ross, Inc., Cleveland, has beer 
selected as the “Industrial Adver- 
tising Man-of-the-Year” by The 
Copy Chasers of 
Industrial Mar- 
keting, the publi- 
cation announced 
today. 

The citation 
was made to Mr. 
Andrew for his 
copy work on 
the 1941 cam- 
paign of Alumi- 
num Company of 
America, which 


too, the lend-lease program may | limited customers to amounts suffi- 
deplete our supply to an undeter-|cient to cover immediate needs. 
mined degree. 
mally gets a share of its sugar from| have grown rapidly since the base | 
Cuba, and now that Cuban sugar is| period of 1940 have been affected 
American sugar a portion of the|more than other communities. 
supply may have to be diverted 
abroad. 


| critics singled out 


Great Britain nor-| Washington and other cities which | 


the publication’s 


E. L. Andrew 


because of the 

skill exhibited in handling the diffi- 
cult advertising situation engen- 
\dered in switching from a product 
| promotion campaign to one of tact- 


peer 4 informing customers and the 


: ' public why they were finding it 
Still another question mark—both W t | 
at the time of issuance of the order OPM Order on Senet gat cd — sequere- 


and today—is the amount of sugar 
which will be needed for the pro- 


INDUSTRY and AGRICULTURE 
combine to make TOLEDO truly 


a DOUBLE VALUE market 


@ Nationally recognized as a great indus- 
trial center, the city of Toledo is also the 
metropolitan hub of an unusuclly rich agri- 
‘cultural area. 


@ The value of farm lands is always a de- 
pendable measuring stick in evaluating such 
a market as the 15 counties included in the 
Toledo Trading Area. 


@ In this northwestern section of Ohio, liber- 
ally covered by the Blade, average value of | ee 
farms for land and buildings is 37% higher | 
than the average over the state (1940 US. 
Census Report). 


4 This prosperous farm area with better- | . 
than-average resources and purchasing pow- | ®S its implications were brought to 
er lends added stability, nmdenien cut | ee ree See 
balance to the whole Toledo market. It lends | 

added significance to the statement that 
Toledo is indeed a DOUBLE VALUE market 
— VALUE for TODAY... 
TOMORROW! 


Our Map No. 3 shows agricultural values of 
Ohio Major Markets. Copy sent on request. 


TOLEDO BLADE — 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


Stop Advertising 
of Liquor Firms 


New York, Jan. 9.—The OPM’s | 


order requiring distillers to divert 
60 per cent of their capacity to pro- 
duction of alcohol for war purposes 
is likely to have little or no effect 
/on the 1942 advertising plans of 
leading brand distributors, mer- 
chandising officials reported here 
today. In most cases appropriations 
are considerably ahead of last year 
and all indications point to a con- 
tinuation of aggressive sales promo- 
tion. 

Chief reason for the industry’s 
optimism is the tremendous stock 
of aged whiskies on hand, estimated 
at five years’ normal supply. Im- 
mediately after the order was issued 
some trade sources expressed con- 
cern over the fact that blends, 
which include leading advertised 
| brands, might be hit badly since the 
restriction affects neutral grain 
spirits. Spokesmen for the largest 
companies, however, asserted that 
there is no shortage of such spirits 
for blending purposes, and produc- 
tive capacity can take care of all 
requirements. 


Sales at High Point 


Leading distillers embarked on 
their 1942 advertising campaigns 
buoyed up by the biggest sales year 
in the industry’s history. Schenley 
volume for 1941, for example, was 
120 million dollars, compared with 
80 million dollars in 1940, while Sea- 
gram advanced from 103 million 
| dollars in 1940 to 140 million dollars 
last year. 

Industry sources expressed belief 
that some clarification was due on 
| the OPM order, since it was so di- 
rectly applicable to one segment of 
field, those handling blended 
| products, and hardly touched others. 

It was pointed out that a few days 
/ago a similarly sweeping order on 
ithe use of molasses threatened to 
| kill the Puerto Rican rum industry, 

but that the curb was eased as soon 


| ments of aluminum and its prod- 
ucts. 

The award is made by The Copy 
Chasers each year as a feature of 
their monthly department, “O. K. 
| as Inserted,” in which they analyze 
industrial advertising copy appear- 
ing in business papers. Mr. Andrew 
also was recipient of the award for 
|the year 1938. In referring to the 
copy for which he was given the 
1941 award, the critics said: 

“What a constructive lesson he 
offers those people who wail, ‘we 
have nothing to say in our adver- 
|tising today.’ What a constructive 
lesson he offers the many men who 
write far less enticingly, far less 
excitingly . . . about subjects even 
more interesting. What a construc- 
tive lesson he offers every advertis- 
ing man who feels he’s a misfit 
behind a page of copy today . . 
when he might better be parked 
behind a gun. Back near the begin- 
ning of this month’s material we 
wrote something about the pen 
being mightier than the sword. This 
is what we meant.” 


Names Stack-Goble 


Carter Products, Inc., New York, 
has appointed Stack-Goble Adver- 
tising Agency, New York, to handle 
the “Inner Sanctum Mystery” radio 
program for Carter’s Little Liver 
pills on the Blue network. Street & 
Finney, New York, will continue to 
direct all other radio advertising for 
this product, including the new 
effort, “The Good Old Days,” also 
on the Blue network, and magazine 
promotion. 


“Advertising & Selling” 
Raises Ad Rates 


Advertising and Selling, New 
York, has announced that after Feb. 
1 its page rate will be advanced 
lfrom $160 to $210, and 24 pages 
from $140 to $180 per page. Con- 
tracts in before February will be 
accepted for 1942 at existing rates. 

The business paper also an- 
nounced that after that date it will 
grant a 15 per cent agency commis- 
sion and a 2 per cent cash discount. 


Advances H. S. Pearson 


Harry S. Pearson, since 1938 pro- 
duction director of Pacific National 
Advertising Agency, Seattle, has 
ibeen named a vice- -president. 


VALUE for STANDARD STUDIOS INC 
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“NAZIS HAVE NO 


“That’s Why,” says EMIL LUDWIG, 
“The Axis Will Crack First Under 
the Strain of This Continuous War 
of Nerves’”...We Americans, on the 
other hand, know how to laugh. De- 
spite the seriousness of War, America 
will never lose its sense of humor. 


i ey Is no place for humor in the Nazi scheme 
of life,” writes Emil Ludwig, author of the 
revealing new book, entitled THE GERMANS. 


“The German people are stolid, phlegmatic— 
serious-minded. Their lack of a sense of humor is 
the weak spot—the ‘Achilles’ heel’ in their boasted 
military efficiency. In the long run, the German 
people will crack under the nerve strain of continu- 
ous warfare.” 


We Americans, on the other hand, know how 
to laugh. War is serious business. Gruelling work, 
sacrifice and struggle lie ahead for all of us. But 
thank goodness, America will never lose its sense 
of humor. 


In War, as in depression, people turn to “the 
comics” and entertainment more than ever. It is a 
well-known fact that the last War President, the late 
Woodrow Wilson, often read “the comics” for re- 
laxation, before entering his War Cabinet meetings. 


Chief among the great national instruments which 
will help to ease the tension in the days ahead—is 
Puck-The Comic Weekly. 


Now Puck's part in sustaining national morale will 
be greater than ever. Jiggs and Maggie, Barney 
Google, Popeye the Sailorman, Blondie, Tillie the 
Toiler, Flash Gordon, Skippy, the Katzenjammers 
and many others are truly enlisted in this war to 
crush tyranny. 


Our allies, the British (also blessed with a sense of 
humor), discovered, two years ago, the important 
tole played by The Comic Weekly characters in the 
daily lives of the British people. These famous Puck 


f 
E « 


“comics,” syndicated in the most important English 
newspapers—in the bomb-torn cities of London, 
Manchester, Liverpool, Plymouth, even Coventry— 
were discontinued shortly after the outbreak of the 
War—because of paper shortages. The public clamor 
became so great, however, that within a few months 
Puck’s famous features were reinstated —in full. 


In the months that lie ahead, leading American 
advertisers will discover that Puck-The Comic Weekly 
is one of the few media considered by 20 million men, 
women and children as “Indispensable Reading.” 


oes a 
Ooh : Pp’ 


FOUNDED 1876 


COMIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York « Hearst Building, Chicago 


With radio programs interrupted frequently by 
jarring news dispatches, more and more advertisers 
are centering their attention on Puck-The Comic 
Weekly—the “escape literature” of the millions. 


More thoroughly read by more people than most 
other publications in the world today, Puck has 
always been a powerhouse of advertising strength. 
Because it is “relaxed reading,” it assumes even greater 
stature in war time. Orders on the books for ad- 
vertising to be published in 1942 are far ahead in 
volume over the same time a year ago. 
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To Concord Advertising 


Artist-Teacher, New York, has 
named Concord Advertising, New 
York, as representative. 


SPOTCASTING 


BUILDS MORE SALES 
.. AT LOWER COST! 


More money for 
the HOT SPOTS 


Nothing wasted on 
the DEAD SPOTS 


Special attention to 
the TOUGH SPOTS 


vow LAL 


& COMPANY 


NATIONAL STATION 
REPRESENTATIVES 


CHCAGO . HOW TORE . DETEON « 81 LOU . SAN FRANCHCO . 105 ances 


Co-op Campaign on 
Electric Ranges 
ls Victim of War 


Modern Kitchen Bureau 
Unit Forced to Pull in 
| Horns 


New York, Jan. 8.—With the sit- 
j}uation muddled by supply and pro- 
|duction difficulties, the 1942 adver- 
tising campaign of the electric 
range division of the Modern Kit- 
;chen Bureau slowed to a walk this 
| week, and no one in the industry 
{was willing to forecast when it 
might again move forward at a 
faster pace. 

Following a_ series 
which have extended over many 
months, and which originally were 
designed to change the Bureau’s 
copy slant so as to make it more 
|suitable to defense thinking, the 
‘range section of the campaign ulti- 
mately was ordered halted after the 
exigencies of war made it apparent 


of confabs | 


that further tightening of supply 


difficulties, rather than any possi- 
bility of easement, could be ex- 
| pected. 


The range campaign was sched- 
|uled to break in the February issue 
cf McCall’s, with an ad featuring 
|the theme, “America goes all-out 
for nutrition.” This advertisement 
will run, but copy which was to 
appear in other magazines in March 


has been canceled, and it appears| 


possible that only the initial adver- 
tisement may actually run. 

Manufacturers who comprise the 
electric range section were insistent, 
however, that despite the necessity 
for canceling magazine advertising, 
they had no intention of abandon. 
ing the work of the bureau, but 
would continue with as much pro- 
motional activity as possible, in- 
_cluding the showing of a new film 
|which has recently been released. 
and would resume active advertis- 
‘ing as a unit just as soon as the 
|situation cleared. 

The Modern Kitchen Bureau 
|which is sponsored by members of 
|Edison Electric Institute and Na- 
tional Electric Manufacturers Asso- 
|ciation, has devoted itself primarily 
'to the promotion of the “all-electric 
'kitchen,” in which all electric ap- 
pliances, including ranges, water 
heaters, refrigerators, toasters, 


OOTY STAY 


CORPORATION. 


LITHOGR 


Another Gulf poster 
carries THE SEAL OF 
LITHOGRAPHIC MERIT. 


A 


calkins § 


Agen? 


LAND, OHIO 
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irons, etc., have been stressed. 
However, manufacturers of ranges 


and manufacturers of water heaters | 
j/have felt that the “all-electric kit- 


chen” copy has not given as much 
prominence as they would like to 
their own appliances, and therefore 
have sponsored special range and 
water heater campaigns under the 
Bureau’s banner, in addition to the 
over-all kitchen copy. 

No definite information was 
available on either the heater cam- 
paign or the basic all-electric kit- 
chen drive, but it was generally 
aaken for granted that the water 
1eater effort will also be greatly 
*urtailed, while the over-all cam- 
yaign will continue, possibly in a 
lightly curtailed form. 


AGA Drive Still On 


Manufacturers who are members 
»9f the Bureau, noting with some- 
hing akin to sorrow that the Amer- 
can Gas Association drive will con- 
inue, pointed out that the gas 
ndustry campaign is sponsored by 
-he utilities in the field, whereas 
he Modern Kitchen Bureau copy 
s paid for entirely by the manu- 
acturers of appliances. 

Ralph H. Jones Company directs 
Viodern Kitchen Bureau advertis- 
ing. 

The American Gas Association 
‘ampaign is continuing without in- 
erruption, using a budget equal to 
hat of last year. The association’s 
iscal year runs from July 1 to June 
30, hence the present program will 
2ontinue through June issues. The 
mly change in the gas association’s 


| Jlans thus far has involved a shift 
|in emphasis in copy from products 


o food values. 


No comments were available on 


‘rs, and all were hoping that 
xromotion could be continued. The 
situation here will be clarified con- 
siderably 
stove panel 
nonth. 


Named by Baldwin 


Baldwin Locomotive Works, Phila- 
delphia, has named Ketchum, Mac- 
Leod & Grove, Pittsburgh, to handle 


advertising and publicity. 
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WAR EMPHASIS 


Travel by SUPER-COACH fe j 
WELP NATIONAL DEFENSE | 


You use much less rubber trav. 
eling by bus than you do driv. ‘ i 
ing a car! Go by thrifty Union 

Pacific Super-Coach, and save ' 
your car for the times when j 
you really need it. You'll ride 

in heat-<conditioned comfort, 

at less cost than driving . . . 

saving money for bonds and 

tubber for victory! 


LOS ANGELES ne PER SS Tee... 

$33.50 sme SITY, TICKET OFFICE / 
PRCRMRCMESIOM CHICAGO & NORTH WESTERN STAGES 
te tes 68 408 UNION PACIFIC STAGES 


Chicago & North Western Stages and 

Union Pacific Stages play up the tire 

thrift theme in this small-space news- 

paper ad urging travelers to use buses 

and "save your car for the times when 
you really need it." 


after a meeting of the |!" pe 
the middle of this |"¢W advertising volume, and study- 
|ing community characteristics 


new 


the CP range campaign, another co- | ceived by publishers. 


»p effort of gas range manufactur-| 


Schedule Census 
Parley Jan. 21 
in Washington 


Washington, D. C., Jan. 8.—A 
conference of research and adver 
tising men of newspapers in majo: 
cities, at which the extent and use- 
fulness of census data will be 
probed, has been scheduled by the 


| Bureau of the Census for Washing- 


ton, Jan. 21 and 22. 
The idea for such a 
and has been 


meeting is 
favorably re- 

Over 75 of 
them have replied that they favor 
the conference. Heads of each cen- 
sus division will present material! 


|showing how their data can be used 


newspaper promotion, creating 
of 
interest to editors. 

If the conference is as successful 
as anticipated, similar meetings for 
other groups may be arranged. 
Census Bureau officials believe the 
fullest possible use is not being 
made of available data. 


THEIR 


$125,000. . 


26,619 EXECUTIVES OF MANUFACTURING ‘' JN 


CERNS ARE REACHED BY DUN’S REVIEW. 0 
COMPANIES, 15,380 ARE RATED (VER 
. AVERAGE TOTAL EDITION: 5.779 
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LIGHTS THAT WILL SHINE 
THROUGH DARKNESS OF WAR 
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a R. G. Miller, Times columnist and 
* specialist on small-town happenings in 
Ne Oklahoma, last year answered 5,000 in- 
~~ quiries on where to go and what to see. 


Harold Mueller, columnist, sponsored 
=~ a state safety program which in 1940 F - , : . 
won for The Oklahoman and Times Promotion of goodwill, selling of safety, teaching of home economics, 
the C.1.T. Safety Foundation award ° ‘ ° ‘ , . 
for individual newspaper achievement. solving of human relation problems, counseling on child care, enlightening 
a<\Edyth Thomas Wallace, Oklahoman through a weekly Bible lesson...all are a part of the service rendered daily by 
3 staff member, produces a regular “Points . : : : 
“ is Gia ann a aa at The Daily Oklahoman and Oklahoma City Times that has never been slighted 
Ne syndicated in 32 other newspapers. in peace, will never be extinguished by war. 
Aunt Susan, Oklahoma's housewife-in- This phase of Oklahoman and Times service to readers has involved 
chief, annually fills a demand for more , ° 
. than 25,000 Aunt Susan Cookbooks, as more than 30,000 miles of travel a year, from New York to California, from 
It of | cooking school and ; mie ‘ 
, sealer Ghishomen end Tibes oolume. Alaska to Mexico City. It has embraced visits to the Cafe de la Paix of Paris, 
Edith Johnson, dean of Oklahoma news- attendance at the National Conference of Parents and Teachers at Boston, 
* paper women, for more than 30 years = . . . : : : 
Se aemteaand tox Te Gllemen Gnd participation in the National Safety Council awards in Washington. 
Times - informal clinic for the treat- It is one of the reasons why more Oklahomans read The Oklahoman and 
ment o uman woes. - e P 
- a Times than read any other newspaper in the southwest ... why advertisers in 
? Luther Harrison, veteran editorial 3 s , ? 4 
4 BA writer, writes a weekly Bible lesson the Oklahoma City market find these newspapers so effective in creating 
each Friday that serves as an inspira- . 
a tion in thousands of Oklahoma homes. a demand for their products. 
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THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY, OKLAHOMA CiTy * KVOR, COLORADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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ADVERTISING AGE 


DAILY, 


the Chicago Tribune is — 


because it is first in results jf 


Last year, the Tribune led all other Chicago newspapers 
in total volume of advertising linage. 

The Tribune was first in retail advertising, first in gen- 
eral advertising, first in automotive advertising, first in 
financial advertising, first in department store advertising, 
first in classified advertising,— and by margins so wide 
they leave no room for doubt. 

As a group, advertisers last year placed in the Tribune 
more of their appropriations than they placed in all other 
Chicago newspapers combined. 


When you can have more, why take less? 


Regardless of the type of product you sell or to whom 
you sell, the facts prove that you sell more in Chicago 


when you base your promotion on the Tribune. 

Pivot your operation on the Tribune and you get the 
balanced, marketwide selling pressure which reaches with 
tested effectiveness hundreds of thousands more families 
right in metropolitan Chicago than are reached by other 
Chicago newspapers. 

In addition, the Tribune reaches hundreds of thou- 
sands of other prospects of known responsiveness to 
advertising living in the adjacent territory. 

To maintain your sales in line with your requirements 
and expectations in the Chicago territory, ask a repre- 
sentative or your advertising counsel to help you plan 
a program built around the Tribune. Rates per 100,000 
circulation are among America's lowest. 


Chicago Tribune 


THE WORLD'S GREATEST 


OVER 1,000,000; 


SUNDAY, 


Jp ie > 
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NEWSPAPER 


IN EXCESS OF 


1,100,000 
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FIRST IN RETAIL ADVERTISING = 
FIRST IN GENERAL ADVERTISING “ 
eipst IN AUTOMOTIVE ADVERTISING 
eiRsT IN FINANCIAL ADVERTISING 
eipsT IN DEPARTMENT TORE ADVERTISING - 
eyRST IN CLASSIFIED ADVERTISING 7" 
RST IN TOTAL ADVERTISING : 
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Gimbel Stores 7 
Use Ad Series 
for Centennial 


New York, Jan. 7.—A consider- 
able amount of “fan mail” reposed 
on Bernard Gimbel’s desk this week 
following publication of a series of 
five “Gimbel Centennial’ ads in 
cities where stores are maintained 
—New York, Philadelphia, Pitts- 
burgh and Milwaukee. 

The strikingly unusual institu- 
tional copy, commemorating the 
founding of a small frontier store 
by Adam Gimbel at Vincennes, Ind., 
in 1842, had for its central theme 


WHO ADVERTISED WHAT 


IN THE LAST WAR? 


@ Many monufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publicity and competitive advertising. 

e can help you build such a permanent 
record for the years to come, at a remark- 
ably low cost. 


Just ask for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS PAPERS MAGAZINES 


221 MN. LA SALLE ST., CHICAGO, ILLINOIS 


| 


| peddler. 
land become a 


the slogan, “The first hundred years | 
were the hardest—the best hundred | 
years lie ahead.” Vividly calling | 
attention to “America’s Six Great) 
Challenges,” the series pointed out) 
the manner in which the country | 
has met and disposed of the last | 
century’s six major problems, | 
namely, disease, ignorance, poverty, | 
distance, drudgery and aggression. 

Adam Gimbel was a _ Bavarian 
immigrant who had landed at New | 
Orleans and journeyed up the in-| 
land riverways to Vincennes as a 
There he decided to settle | 
merchant, though | 


. : . | 
|times were hardly auspicious for a} 


| 


new venture. Completely breaking 
with the then current practice of 
dickering over prices, he established | 
a one-price policy and a rule that| 
money would be refunded if the 
customer was dissatisfied. Though 
the innovation was not too well 
received at first, he eventually be- 
came firmly established. 

As other cities outstripped Vin- 
cennes in importance, he decided to 
move to new fields and the original 
store was sold. The first of the 
modern Gimbel stores was opened 
in Milwaukee in 1886. 

Initial “Gimbel Centennial” copy, 
which was prepared by Arthur 
Kudner, Inc., consisted of five full 
pages in New York, Philadelphia, 
Pittsburgh and Milwaukee newspa- 


TOMORROW 


The Gimbei he entennial 


CENTENNIAL COPY MARKS GIMBEL'S BIRTHDAY 


America... aed the 


Six Great Challenges 
==eOh== ==go = 


‘nnial 


Here are two of the five fuil pages carried in New York, Philadelphia, Pittsburgh 

and Miiwaukee newspapers by Gimbel’s as special institutional copy celebrating 

the founding of the department stores in 1842. 
account, 


Arthur Kudner, Inc., directs the 


|pers. Subsequent centennial copy 
will appear at intervals throughout 
|the year. 


| . 
Gets Ancient Age Whisky 
| Schenley Distillers Corporation, 
|New York, has appointed William 
i. Weintraub, New York, to direct 
ladvertising for Ancient Age whisky, 
effective Feb. 1. 


- be ginmin® 
aden? at 
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Devoted to the intimate interests of alert, eager women—edited 


to help them feel and look th 


eir best — BEAUTY & HEALTH 


now makes its bow as successor to Physical Culture. 


Nothing is more essential to the morale of women in a 


nation at war than good healt 


h and good grooming. The pages 


of BEAUTY & HEALTH supply to readers the “lift”—mental 


and physical—the stimulant that is so much more important 


to their well being today tha 
HEALTH, unlike any other n 


n in times of peace. BEAUTY & 


iagazine, is a veritable handbook 


of practical help—factual and inspirational—authoritative and 


friendly. 


Selling at 25 cents and 
women — homemakers — who 
problems of family and self. 


hand-picked audience for adv 


medium well equipped to m« 


yon 


May we send you a sample copy? 


Phone or write 
New York 


Macfadden Publications 
+ Chicago «+ San Francisco 


BEA 
nLALTE 


FORMERLY 


PHYSICAL CULTURE 


not diluted by fiction, BEAUTY 


& HEALTH naturally selects an audience of serious minded 


are looking for guidance in the 
Logically, this magazine offers a 


ertisers of foods and drug prod- 


ucts—over 200,000 ready buyers. BEAUTY & HEALTH is a 


ve minds and merchandise now. 


Ty 


Blanket Makers 


Form New Plans 
for Promotion 


Normal Pace to Be 
Maintained, Leaders 
Declare 


New York, Jan. 8.—As the first 
of the soft-goods lines to feel the 
war pinch, blanket manufacturers 
this week began formulating new 
promotional plans to conform with 


the OPM’s recent wool conservation 


order. 

The edict limits use of wool for 
the first quarter of the year to 80 
per cent of the amount used in the 
same period in 1941. An excess 
amount will be permitted to meet 
government contracts but there is 
no allowance for civilian goods if 


the entire 80 per cent is needed for | 
been | 


government orders. It has 
predicted that Washington orders 
for all-wool blankets in 1942 will 
total 10,000,000, compared with the 
total for the past two years of 
11,500,000. 

Although OPM wool 


orders for 


the remainder of the year may be| 


equally as drastic, or even more so, 
two leading blanket manufacturer: 
told ADVERTISING AGE today that 
they contemplate no pulling in o/ 
promotional horns but will follow 
the lines laid down for norma 
years. It was emphasized, however 
that an exact formulation of future 
volicy is impossible under present 
conditions, with an order from ; 
government bureau likely to chang: 
the entire pattern of an industry 
over night, and that the best a 
manufacturer can offer in the way 
of a prediction is to express a purely 
personal opinion as to what may 
happen. 
Cancels Fall Line 

Forced this week to cancel the 
scheduled opening of a fall line on 
Jan. 15, Chatham Mfg. Company 


does not plan to curtail its fall cam- | 


paign but expects to join the rapidly 
growing ranks of advertisers whose 
efforts are built around the theme 
of conservation. Copy would em- 
phasize the scarcity of wool blankets 
and advise care in washing. Chat- 
ham will offer only a limited line of 
part-wool blankets at its fall open- 
ing and it is unlikely that a more 


liberal use of wool for civilian goods | 


will be permitted before the fall ad- 
vertising breaks. 
With a three-page insertion fea- 


| turing the fall line already printed 
for the forthcoming issue of Linens 
and Domestics, Chatham executed 
a quick advertising about-face, one 
of the many attributed directly to 
the war in recent weeks. The prob- 
lem is being solved with an over- 
print in red as follows: “Void. As 
this advertisement was on the press, 
the government issued Wool Con- 
}servation Order M-73 which cancels 
|this planned line of Chatham blan- 
kets because of our government 
‘contracts. We hope that a new list 
‘can be announced shortly.” 


Spring Drive On 


Chatham’s spring campaign, pro- 
-moting summer blankets made of 
‘only 25 per cent wool, will go for- 
‘ward as planned. Copy is sched- 
luled to break in May magazine 
issues. M. H. Hackett is the agency. 

Despite the current OPM order 
and the possibility of continued 
‘restrictions on the use of wool for 
|civilian goods, Nashua Mfg. Com- 
|pany will carry on with its year- 
‘round advertising program and has 
/no intention of curtailing its efforts. 
|Guiding Nashua’s policy in this con- 


: hat 
inection, according to advertising 


|manager Irving Brown, is the clear- 


‘cut reasoning that constant adver- 
‘tising, keeping the company’s name 
\before the public, is all the more 
|important as goods become scarcer. 
Looking at its promotion as “com- 
|mon-sense business _ insurance,” 
‘Nashua will probably continue in 
full swing during this war as it did 
during the first World War. Nashua, 
whose copy is currently appearing 
in three magazines, is the only blan- 
ket manufacturer to advertise 12 
months of the year instead of con- 
fining its promotion to peak seasons, 
Anderson, Davis & Platte is the 
agency. 


Stress Personal 
Thrift in Copy, 
Ryan Suggests 


New York, Jan. 8.—Stressing the 
“personal benefit angle” as_ the 
appeal that has been most produc- 
tive in product advertising, F. B. 
|Ryan, president of Ruthrauff & 
|Ryan, today urged that this same 
principle be applied to convince the 
American public that thrift, rather 
than spending money for the dura- 
tion, is the key to future safety and 
prosperity. 

Mr. Ryan emphasized the thrift 
appeal in connection with a cooper- 
ative campaign on this theme soon 
|to be launched by the New York 
|\Savings Banks Association. The 
‘thrift movement, he added, should 
spread to all states as “the ideal 
\way to teach people their best 
‘methods of personal protection, as 
well as the best way to aid the 
nation in its war program.” 

When Pearl Harbor was attacked, 
defense bond sales jumped to over 
$500,000,000, or more than double 
those of the previous month, he 
pointed out. “That shows,” he said, 
“what we can do when we realize 
the job we have before us.” 


‘Freeman Heads WLS 


‘Sales; Barnett Advanced 


Charles M. Freeman, who joined 
the station’s sales staff in 1938 afte: 
two years with John Blair & Co 
has been named sales manager o! 
WLS, Chicago. He succeeds Willian 
R. Cline, who resigned Dec. 31. 

Wells H. Barnett, who came t 
the station from Weston-Barnet' 
Chicago agency, in 1939, has bee! 
named sales service manager, a ne" 
post at WLS. 


“Ask your 
Agency 

to ask the 
COLONEL!” 


WKBW 


Columbia and Mutual 


WGR 
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Boost Ad Budget 
for Maiden Form; 
Stress Wearability 


Girdle Makers Con- 
cerned Over Future of 
Industry 


New York, Jan. 8.—The urgent 
necessity forconservation and 
avoidance of waste will be reflected 

the campaign to be launched in 
february by Maiden Form Brassiere 


Company which 
will emphasize 
the wearing 


qualities of its 
product for the 
first time in the 
company’s 18- 
year history. 

Foreseeing th 
, necessity for 

\ e sales stimulant, 
with the con-| 
sumer facing)! 
higher taxes and| 
prices, Maiden| 


o> 0 


ie Form has _in- 
" tayauumone rons Creased its ad-| 
I hee vertising appro- 
4 Maile pao priation 10° per 
* cent over the| 


De year share Cay US Delenre Bonds 


1941 budget. The | 
increase will be} 
spread over the| 
entire campaign, 
to appear in 24 magazines, 85 news- 
papers and car cards. 

The new emphasis on the “many 
months of good, hard wear” that 
can be obtained from Maiden Form 
brassieres will be carried in all 
copy, in addition to the familiar 
theme that “there is a Maiden Form 
for every type of figure.”’ Another 
new feature of the promotion will 
be the use of a label bearing the 
name. Copy will bring out that the 
name “‘Maiden Form” on a brassiere 
or girdle is a sign of quality, with 
such captions as “Let this name be 
your guide to a better figure” and 
“the name in nylon brassieres, too.”’ 
Arthur Rosenberg is the agency. 


Normal 1942 Output 


Although Maiden Form will even- 
tually be affected by the U. S. 
shortage of rubber, supplies on hand 
and garments now in_ production 
assure a normal output for the next 
12 months. Only a small quantity 
of rubber is needed for brassieres 
and girdles represent a small per- 
centage of the company’s produc- 


Typical New Maiden 
Form Copy 


tion. 
Girdle manufacturers, on the 
other hand, are extremely con- 


cerned since they have not yet been 


advised by the OPM as to the 
amount of rubber they will be 
allowed. One spokesman for the 


$83,000,000 industry estimated that 
it has on hand a six months’ supply 
of cut rubber and lastex yarn. Of 


Furniture 
Feb. Sale Circular 
A striking, keenly merchan- 
dised 16-page tabloid for credit 
furniture stores. Four pages in 
four colors, 12 pages in two 
colors. Offered on exclusive 
basis at competitive syndicate 
Prices. Send for copy. 


_SHOPPING NEWS 


Niwpcodion “Division CLEVELAND 


the 560,000 tons of rubber used for 
| civilian goods in normal times, only 
|800 tons is needed by the girdle 
|industry and it is hoped that the 
| OPM will permit a 50 per cent allot- 
ment. Twenty per cent of the rub- 
| ber on hand has been set aside for 
‘civilian consumption, with 25 per 
cent of this amount allotted to tire 
| manufacturers. 

| Facing the possibility that no 
rubber will be allowed, the industry 
fears that a return to the habits of 
the 1920’s, when women discarded 
figure supports, will be inevitable. 
Consequently, the girdle would be 
forgotten and manufacturers would 
find it necessary, once the emer- 


gency is over, to duplicate their suc- 


years to build it up as a beauty and 
health requirement. 


Formfit in “Post” 


The Formfit Company, Chicago, is 
taking an unusual step by launching 
a campaign in The Saturday Eve- 
ning Post in the Feb. 14 issue to 
introduce its Life Girdliere, an all- 
in-one design evolving from the Life 
brassieres which the company has 
been pushing vigorously in national 
advertising. Following the _ initial 
full page copy, the series will con- 
sist of quarter page copy with such 
headlines as “Now every woman 
can experience a re-birth of charm 
every morning.” 


Meanwhile the 1942 campaign for 


tions will start early in February 
with a four-color page in Life. Also 
on the schedule are Harper's Ba- 
zaar, Mademoiselle, Vogue, Woman's 
Home Companion and 76 newspap- 
ers. The general theme of this 
campaign is manifested in the head- 
line, “In conversation it’s wit, in 
foundations it’s fit.” Buchanan & 
Co., Chicago, is the agency. 
Typifying the uncertainty which 
plagues the industry, Bestform 
Foundations is now holding up a 
tentative spring campaign in 13 
magazines, a more extensive pro- 
gram than last year’s, pending the 
OPM decision, while Crown Corset 
Company is going ahead with its 
spring program in three magazines 


metropolitan area, but is uncertain 
as to future plans. Crown Corset 
does not need a large quantity of 
rubber for its Rengo Belts but a 
small amount is necessary for hose 
supporters, and steel, another stra- 
tegic material, is used for boning. 
Real Form Girdle Company is an- 
other concern which hesitates to 
make definite plans under the cir- 
cumstances. 


BUSINESS PAPER ADVERTISERS 


Where—When—How Much 
Your Competitors Advertised 


BRAD-VERN’S REPORTS 


cessful efforts during the past ten 


the regular line of Formfit founda- 


and 


newspapers in the New 


York 


135-21 Union Tnpk., Flushing, N. Y. 
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341 ADVERTISERS IN NEWSWEEK DURING 1941 ¢ 157 NEW ADVERTISERS (Asterisked) 


NEWSWEEK’s 1941 ad revenue (more than two and a half million dollars) is up 
49% over 1940... largest gain of any magazine grossing more than $1,000,000. 


THE 


Acushnet Process Sales Company 
Addressograph-Multigraph Corp. 
*Agfa Ansco Corp. 
Air Transport Assn. of America 
Alexander Hamilton Institute 
*Allen Calculator, Inc. 
*Allison Div. of Gen. Motors Corp. 
*All Year Club of Southern California 
Aluminum Co. of America 
American Airlines, Inc. 
American Chain & Cable Company 
American Cyanamid Company 
*American Export Lines 
*American Mutual Liability Insurance Co. 
*American South African Line, Inc. 
American Telephone & Telegraph Co. 
American Tob acco Company 
*American Trucking Association, Inc. 
*Angostura- Wuppermann Corp, 
Anheuser-Busch, Inc. 
Armstrong Cork Co, 
*Artility Metal Products, Inc. 
Associated British & Irish R. R. 
Association of American Railroads 
Atchison, Topeka & Santa Fe Railway 
Atlantic Coast Line Railroad 
Autopoint Co, 
*Avery Adhesives 
Babson's Reports, Inc, 
Bonk of New York 
Bankers Trust Company 
Beech-Nut Packing Co, 
*Bell Aircraft Corp. 
*Bell & Howell Company 
*Bendix Aviation Corp, 
Bethlehem Stee! Company 
*Birdwell, Russell 
*Black, Walter J., Inc. 
*Blaine, Mrs. Emmons 
*Bodine Electric Company 
Book-of-the-Month Club, Inc. 
*Boreman, Arthur |., & Sons 
*Bristol Company 
*Bristol-Myers Company 
*Broderick & Bascom Rope Co. 
*Browne Vintners Co., Inc. 
Brown-Forman Distillers Co. 
*Buckingham Corp. 
Budd, 1 G., Mfg. Company 
*Buell Engineering Company, Inc. 
Buick Motors Division, General Motors 
Sales Corp. 
*Burgess Battery Company 
Burroughs Adding Machine Co. 
*Butler mate, Co. 
*Byllesby, H. M. & Co. 
Cadillac Motor Division, General Motors 
Sales Corp. 
Californians, Inc. 
Calvert Distillers Corp. 
*Canada Dry Ginger Ale, Inc. 
Canodian Travel Bureau 
Canadian National Railway 
Canadian Pacific Railway 
*Cape Cod Farms, Inc. 
Copper Publications, Inc. 
*Cardmaster, Inc. 
*Corrier Corporation 
Caterpillar Tractor Co, 
Celotex Corporation 
*Chadwick, Richard Waller 
*Chamber of Commerce, Greater Orlando 
Chamber of Commerce, Hot Springs 
Chamber of Commerce, St. Petersburg, Fla. 
Chose National Bank 
Chesapeake & Ohio Railway Co. 
Chevrolet Motor Division, General Motors 
Soles Corp, 
Chicago, Burlington & Quincy Railroad Co. 
Chicago Daily News 
Chicago, Milwaukee St., Paul & Pacific R.R. 
Chicago, Rock Island & Pacific Railroad 
Christy Company 
*City of Miami 
*City of Tampa — Hillsborough County 
Chomber of Commerce 
Chrysler Corporation 
*Church, C. F., Mfg. Co. 


MAGAZINE 


*Clinton Gilbert & Co, 

Coca-Cola Co., The 
Collier, P. F., & Son Company 
Columbia Recording Corporation 
*Columbus Hotel 
Commercial Credit Company 
*Commodore Hotel 
*Continental Motors Corp. 

*Cook, Dave, Sporting Goods Co. 
*Creek Chub Bait Company 
Crowell-Collier Publishing Co. 
Curtis Publishing Company 

Delapenha, R. U., & Co. 

*Del Monte Properties Co. 

*Delta Air Lines 

*Denver Convention & Visitors Bureau 
De Soto Motor Corp., Division of 

Chrysler Corp. 

Dick, A. B., Company 

Dictaphone Corp, 

*Dictograph Sales Corp. 

Dillon, Read & Company 
*Dixie-Vortex Company 

Dodge Brothers Corp., Division of 

Chrysler Corp. 

Do More Chair Co., Inc. 

Douglas Aircraft Corp. 

Durham Duplex Razor Co. 
*Duryea, O. C., Corp. 

Eastman Kodak Company 

Edison, Inc., Thos. A. 

*Electric Auto-Lite Company 
“Electric Service Industry 

*Electro Motive Corp., Division of General 

Motors Corp. 

*Elgin National Watch Company 
Elliott Addressing Machine Co. 

*Emerson Electric Mfg. Co. 

*Equitable Life Assurance Society of U. S. 

*Ethy!l Gasoline Corp, 

*Exercycle Corp. 

*Fairbanks, Morse & Company 
Farm Journal & Farmers Wife, Inc 
Felt & Tarrant Mfg. Co. 

Firestone Tire & Rubber Co., The 
*Fisher Body Division, General Motors Corp, 
*Fisk Tire Division, U.S. Rubber Co. 

Fleischmann Distilling Corp. 

Fleur-O-Lier Mfrs. 

*Florists Telegraph Delivery Assn. 
Ford Motor Co. 

*Fronk, Wally, Utd. 

Frankfort Distilleries, Inc. 
*Fruehauf Trailer Company 
*Funk & Wagnolls Company 

General Electric Co. 

General Motors Corp. 
*Globe-Wernicke Company, The 
*Golan Wines, Inc. 

*Goldwaters Mercantile Company 
Goodrich, 8. F., Company 
Goodyear Tire & Rubber Co., Inc. 
Grace Line, Inc. 

Great Northern Railway Co. 
*Guth, Edwin F., Company 
*Halsey, Stuart & Co., Inc. 
*Horriman, Ripley & Co. 

Harter Corporation 

Hartford Accident & Indemnity Co. 
*Hortmann Trunk Company 

Heinz, H. J., Co. 

*Hershey Mfg. Co. 

Hewitt Rubber Corp. 

Hudson Products, Inc. 

IWlinois Central R. R. 

Winois Development Council 
*indiana State Publicity 
*industrial Gloves Co. 

International Business Machines Corp 

International Harvester Company 

Iron Fireman Mfg. Co. 
*Johns-Manville Corp. 

*Jones Dairy Farm 
*Jones & Laughlin Steel Corp 
Kaufmon Bros. & Bondy 
Kaywoodie Company 
*Keasbey & Mattison Company 
*Kimberly-Clark Corp 
*Kirsten Pipe Co. 


Oo F 


Kohler Company 
L. B. Laboratories, Inc 
*La Salle Extension University 
Lauderdale Beach Hote! 
Liggett & Myers Tobacco Co. 
Lockheed Aircraft Corp. 
*Loew's, Inc. 
Logan Drinking Cup Co. 
Lorillard, P., Co., Inc. 
*Lowry Hotel 
*Lumbermans Mutual Casualty Co 
*Mack Trucks, Inc. 
*Magazine Institute 
Maine Development Commission 
Mallory Hat Company 
Merchant Calculating 
Machine Co. 
*Marine Trust Company 
Marion County Chamber of Commerce 
*Marlin Firearms Co. 
Martin, Glenn L., Company 
*maryland Casvalty Company 
*massachusetts Development & Industrial 
Commission 
Moyfair & Lennox Hotels 
McCall Corp. 
*McQuay-Norris Mfg. Company 
*Medusa Portland Cement Co. 
*Meredith Publishing Co. 
Merriam, G. & C. Company 
*Merrill Lynch, Pierce, Fenner A Beane 
Metropolitan Life Insurance Co 
Metropolitan Oakland Area Comm 
*Mining Safety Device Co. 
*Minneapolis Star Journal & Tribune Co 
Monsanto Chemical Co. 
*Montamower Distributing Co 
Moore, John C., Corp. 
Moore-McCormack Lines, Inc 
Morgan Stanley & Co., Inc. 
Morris, Philip, & Co., Utd. 
*mumm, G. H., Champagne & Assoc., Inc 
Nash Motors Division, Nash-Kelvinator 
orp. 
*National Brewing Company 
*National Carbon Company 
*National Cash Register Co 
National Distillers Products Corp 
New Departure Division, Genera! Motors 


orp. 
New Eaglend Mutual Life Insurance Co. 
*New Hampshire State Planning & 
Development Commission 
New Jersey Council 
New Mexico State Tourist Bureau 
New York Central System 
*New York Hotel Statler Co., Inc 
*Nicollet Hotel 
*Norma-Hoftman Beorings Corp 
North Carolina, State ot 
*North Pacific Nut Growers Co-Operative 
*Oldsmobile Division, General Motors 
Sales Corp. 
*Orange County Chamber of Commerce 
*Oregon State Highway Commission 
Owens-Corning Fiberglas Corporation 
*Owens-Iilinois Glass Company 
Pabst Brewing Company 
Pacific Mutual Life Insurance Co. 
Packard Motor Car Company 
*Palmer House 
Pan American Airways System 
*Pancoast Hotel 
Parker Bros., Inc. 
*Parker Pen Compan 
Paterson Parchment — Co 
*Penn Mutual Life Ins. Co. 
Pennsylvania, Commonwealth of 
Pennsylvania Railroad Company 
*Permutit Company 
*Philadelphia Evening Bulletin 
*Philadelphia Evening Public Ledger 
Philco Radio & Television Corp 
Phoenix Chamber of Commerce 
Phoenix Mutual Life Insurance Co. 
*Picker-Ling Importers, Inc. 
*Piedmont Shirt Company 
*Pinnacle Packing Co. 
*Pittsburgh Plate Glass Company 
Pleasant Valley Wine Co 


NEWS 


Plymouth Motor Corp., Division of 
Chrysler Corp. 
*Pontiac Motor Division, General Motors 
Sales Corp. 

*Postal Telegraph—Cable Company 
Province of Quebec Tourist Bureau 
Prudential Insurance Co. of America 
Pullman Company 
Pullman-Standard Car Mfg. Co. 
*Radio Corp. of America 

*R. K. ©. Pictures, Inc. 

Remington Rand, Inc. 

*Renault, L. N., & Sons 

*Resinol Chemical Co 

*Richardson Company, The 

Ronald Press Company 
*Rose, E. W., Company 
Rosicrucian Order 
*Santa Clara Pear Assn 

Scheniey Distillers Corp. 

Schenley Import Corp. 

Schieffelin & Co. 

Schlitz Brewing Co 
*Schwayder Brothers, Inc 
Seagram Distillers Corp 

Semler, R. B., Inc. 

Sheaffer, W.A., Pen Co 
*Simon & Schuster, Inc 

S. K. F. Industries, Inc 

Smith, Barney & Co 

Smith, L. C., & Corona Typewriters, Inc. 
*Solor Aircraft Co. 

Southern Pacific Co. 

*St. Moritz Hotel 

St. Regis Hotel 

*Standard Brands, Inc 

*Standard & Poor's Corp. 
Strathmore Paper Company 
Studebaker Corp. 

Sturtevant, B. F., Co. 

*Swedish American Line 
"Syracuse Hotel 

*Tennessee, Stote of 

Texas Co., The 

*Thermoid Company 

Timken Roller Bearing Co. 

*Toro Mfg. Co. 
Tracy-Locke-Dawson, Inc. 
*Troutdale in the Pines 

Tucson Sunshine Climate Club 
*Underwood Elliott Fisher Co. 
Underwood, Wm., Co. 

Union Central Life Insurance Co. 
Union Pacific R. R. Co. 

United Air Lines 

United Aircraft Corp 

United Brewers Industrial Foundation 
*United Business Service 

United Fruit Co. 

U.S. Army Recruiting Service 
United States Lines Co. 

*United States Novy 

*Upper Room, The 

*Van Nostrand, D., Co. 
Veeder-Root, Inc. 

*Vermont Publicity Bureau 

Vick Chemical Co. 

Victor Adding Machine Co. 
Virginia Conservation Commission 
Vogel-Peterson Co., Inc. 

"Vultee Aircraft, Inc. 
*Waldorf-Astoria Corp. 

Walker, Hiram & Sons, Inc. 
*Warner Bros. Pictures, Inc 
Warner & Swasey Company 
Webster, F. S., Compony 

*West Virginia Publicity Commission 
Western Prectric Company 
Westinghouse Electric & Mfg. Co 
*White Sulphur Springs, Inc 
*Wilson Memindex Company 
*Wisconsin Abrasive Company 
Wise, Wm. H., & Co., Inc. 
Woodstock Typewriter Co. 
Worthington Pump & Machinery Corp. 
York Ice Machinery Corp. 

Young, James W., Company 
Young, W. F., Inc. 
*Zenith Radio Corp. 


SIGNIFICANCE 
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Arnold Assails riers between one locality and an-| Therefore, the true function of an CAB Rates Churchill Gannett oe Profit 


other. |anti-monopoly policy is to break | ; as ; 
y y Prime Minister Winston Churchill The Gannett Company, Rocheste; 


“6. The freezing out of indepen-|down the obstacles to production | : bi 
dent business men by combinations| created by dominant groups.” — to the largest American radio|N. Y., has voted its employes i: 


s ch cae ae : audience ever to listen to him or to| Rochester a total of 15 per cent o; 
Industry in which seek to dominate the market. ——— any other British prime minister | the company’s annual to 8 Othe. | 
Pi, The refusal of labor monopo- Adds Dent Colb | when he addressed Congress Dec.| companies controlling various Gan 
lies to remove illegal restrictions ’ Yy | 26. According to Cooperative Analy-|nett mewspapers are expected t 
which now intcrfere with full pro- H. Curtis Coiby, formerly vice- sis of Broadcasting, 44.7 per cent of | follow Rochester’s example, wher: ® 
nnua epor duction.” president of Frank Presbrey Com- | the country’s radio set owners heard earnings permit. Previously, th« 
Mr. Arnold declared that the| P22: New York, and Fulton Dent, Churchill’s speech, which was aired | employes had received 10 per cent in 


formerly Presbrey radio director,| over four national networks. Pre- 


e ° lea ; ae - but this year the usual 10 per t 
Restricted Production, roametage to the monopoly problem, '|have joined the Heffelfinger | vious CAB ratings of Churchili’s| was granted and an additional! C 
cS | d Sh rt pease oF was, 3 See Gan most| Agency, New York. Mr. Colby will| broadcasts were 23.7, 16.5, and 26.1.| per cent was set aside because of mot 

onceaie Or§rages| people imagine. It does not consist) direct all merchandising activities, ecumid Eelen oaks. 
Condemned of destroying the efficiency of or-| and Mr. Dent will be radio director. Carter in New Post eater sien os s 10 
ganized industry wherever that —_——— Sen F Cant bree WKBH Joins NBC aa 
Washington, D. C., Jan. 6.—A|efficiency is passed on to the con-|Gets Newspaper Group [tising manager of Design for Liv.| Station WKBH, La Crosse, Wis AS 
broad indictment was leveled at a ge sere seduce ak tae Metropolitan Sunday Newspapers, | ing, New York, has been appointed | has become a basic supplementary n 
virtually all industry this week by ps a ms P ‘ t I , Peco New York, has appointed L. E. Mc-| to the Eastern advertising staff of| outlet of both the Red and Blue xpi 
Assistant Attorney General Thur-| ~* - _ A ces cannot be xea! Givena & Co., New York, as adver-| Popular Science Monthly, New | networks of the National Broadcast- ae 
man Arnold who charged that|"™©** PF uction is restricted.’ tising agency. York. ‘ing Company. : 
. eng 


“there is not an organized basic 
industry in the United States which 
has not been restricting production 
by one device or another in order to 
avoid what they call ‘ruinous over- 
production’ after the war.” 

The charges, included in the At- 
torney General’s annual report to 
Congress, blamed powerful private 
groups for hampering the first ten ; eo ee ies 
months of the defense program be- Y ee a : a a a 
cause of their fears that production _ . Me 7 oy 
expansion would endanger their F — bye Tet ye the 
future control over industry. These , ‘4 ; : ea S in , . 
groups, Mr. Arnold said, were not ; as e es : ' 
only unwilling to develop new pro- = a Sis te 
duction themselves and afraid to 4 a , 
permit others to enter the field, but a — 
even concealed shortages by making 
over-optimistic predictions on fu- 
ture supplies. 

Stressing the need for continu- 
ance of a vigorous anti-trust pro- 
gram, Mr. Arnold claimed that price 
ceilings are of no avail in industries 
where costs are raised by artificial 
restrictions. He referred specifically 
to food marketing in large cities as 
“hampered by monopoly charges on 
transportation, distribution, protec- 
tive local trade barriers, private 
pools to raise prices through mar- 
keting arrangements, and suppres- 
sion of more efficient ways of dis- 
tribution. 

“No price ceiling can be effective 
until these are removed,” he as- 
serted. “If a price ceiling is imposed 
while these restrictions are toler- 
ated, it will simply be a cloak which 
justifies and covers up these in- 
creased costs.” He also cited the 
building industry as being “a mass” 
of artificial restrictions, with the 
result that price ceilings on build- 
ing materials “merely reward the 
conspirators.” 

He listed as typical of the prac- 
tices under attack by the anti-trust 
division: 

“1. Concerted attempts on the 
part of basic industries to hamper 
expansion which will interfere with 
their domination of the industry 
after war. 

“2. Attempts to fix coercively 
prices on government contracts. 

“3. Attempts to use patents ille- 
gally in order to control the pro- 
duction of basic materials. 

“4. Restraints of trade in the 
distribution of the necessities of life 
by local groups. 

“5. The erection of trade bar- 
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See Conservative 


ADVERTISING AGE 11 


duties and the man who may bejton, Mass., will continue to lend CAR OWNER'S CREED 
walking a beat as an air raid war-| national advertising drive to the ean ae oem 


den or performing other public duty. |sales of its Walk-Over shoes. The 


|routes.” <A price ceiling was set on 
leather by the government Christ- 
mas day, but Mr. Galbraith none- 


frivolous type of women’s 
/Daniel Green Company, Dolgeville, 


|N. Y., will continue full color adver- 


Style Trends 

tI] 

in Shoe Industry \tising in 1942 for slippers identified 
las “Comfys,” ‘“Indorables,” and 


Chicago, Jan. 8.—The sales pro- | “Outdorables.” The Wohl Shoe 


motion story for men’s and women’s; Company, St. Louis, plans to con- | 


shoes for 1942 has undergone dras-|tinue broad promotion of its wo- 
tic modification since those Japanese | men’s shoes in national magazines. 
bombs slanted into Pearl Harbor.| The Florsheim Shoe Company, 
As a result, one of the major themes | Chicago, one of the industry’s lead- 
n this year’s advertising copy is|ers, will key much of its promotion 
xpected to be conservative style for 1942 to the fact that this is its 
trends suitable to the woman busily /g0 lden anniversary year. The 
engaged in Red Cross or similar’ George E. Keith Company, Brock- 


There will, of course, be the more | 
shoe. | 
Such a doughty advertiser as the! pand its advertising for Dr. M. W. 


Lockwedge Shoe Corporation of 
America, Columbus, plans to ex- 


Locke shoes. 


Shoe Industry Optimistic 


As far as being able to meet the 
demands of the victory program and 
civilian needs as well is concerned, 
the shoe industry is optimistic. As 
J. K. Galbraith, assistant adminis- 
trator, Office of Price Administra- 
tion, told the National Shoe Fair 
here today, “We are some 80 per 
cent self sufficient in our supply of 
hides and skins. The remaining 20 
per cent comes to us over safe sea 


theless told his listeners, “I am go-| FOR THE DURATION OF THE WAR 
\ing to charge you with the responsi- . gard) oe gee nag 
bility of maintaining stable prices as = 


through 1942.” The Car Owner’s Creed 
“During 1940, we manufactured J 3 = 
‘close to 400,000,000 pairs,” Harold 1 ot loa 
M. Florsheim, vice-president and lw oe 
secretary, Florsheim Shoe Company, * an 
land former chief of shoes and) _,., I wit 


‘leather products section, division of 
purchase, OPM, told the shoe men. | 
“During 1941, the pairage will be} 
|approximately between 485,000,000 | 
and 490,000,000 pairs and current} 
figures would indicate that there 
might even be a larger production 
for the next period.” 


Aaadas 
Qari 87 


LNITED STATES RUBBER COMPANY 


J. E. Ler 
. 
DEAN Ev, hY S I 
r. 
ND PROFESSOR of Y COLLEGE OF ays 
CONOMICS, 1VERSS “ ‘NISTRA Ty 
TY oO ON 
RASKA 


“The agricultural situation has improved steadily from 
1932, and the farmer’s cash income for 1941 was the highest 
since 1929.” 

“There is a vast potential domestic market which can 
and will be developed. Farmers are being helped to increase 
their income, reduce costs, diversify farming and in general 
to adapt themselves to the changing times.” 


Let’s be realistic. Because one man is writing the history 
of our times with a sword, the entire business and in- 
dustry of this nation has been disrupted and changed. 
As a result, sales policies must be changed to meet 
changing conditions. 
In the meantime there is one big and important mar- 
ket for the products of American manufacturers—a 


Mi WG V 


market that has been stabilized and enriched with gov- 
ernmental help—a market with an assured future. That 
market is made up of the millions who have a stake in 
agriculture. 


To neglect these people when sales and advertising 
plans are made would constitute an oversight at any 
time, a blunder now. 
Fortunately for business the better-off people of agri- 
culture are easily accessible through Country Gentleman 
—the magazine that over the years 
has won their complete confidence 
and undivided interest. 


This is one of a series of advertisements featuring statements by leading 


authorities of business, economics and agriculture on America’s preferred market. 


FOR AGRICULTURE 


WATIONAL SPOKESMAN 


SAN FRANCISCO .. .« 


This is the second in a new series of 

institutional ads for United States Rub- 

ber Co. on the tire conservation theme. 

It appeared in 37 metropolitan newspa- 

pers last week. Campbell-Ewald handles 
the account. 


New ‘Car Owner's 
Creed’ Features 
Tire Company Ad 


New York, Jan. 6.—United States 
Rubber Company this week released 
the second in a series of institu- 
tional advertisements keyed to the 
necessity for conserving tires. 


Appearing in 37 newspapers in 
| metropolitan centers, copy  pro- 
|}pounds “the car owner's creed,” 


consisting of pledges to drive at a 
moderate speed, park carefully, 
keep brakes adjusted and take other 
measures to avoid unnecessary wear 
on tires. In addition, eight sketches 
are used to illustrate “signs of tire 
waste” for which the motorist is 
| warned to “watch out.” 

A new feature in the second in- 


which “tells you how to make your 
tires last longer, plus other valuable 
facts about tires.” Prepared late in 
1940, the booklet was offered in all 
magazine copy in 1941. Campbell- 
Ewald Company is the agency. 


Y. HELP | Sertion is the offer of a free copy 
UL FACTORS lof “Four Vital Spots,” a booklet 


Institute to Omit 1942 
Consumer Conference 


The Institute for Consumer Edu- 
cation, whose’ annual meetings 
under the sponsorship of Stephens 
College, Columbia, Mo., have been 
reported in ADVERTISING AGE for the 
past three years, has announced that 
its 1942 meeting, set for April, will 
not be held. 

“Evidence from the field,” the 
announcement says, “indicates that 
these conferences have helped sub- 
stantially to advance consumer edu- 
cation, Demands on staff time, 
pressure of requests for service 
materials, and the exigencies of the 
defense emergency—all make _ it 
seem advisable to omit the confer- 
ence for this year.” 


Gets Paper Account 


Hudson Pulp & Paper Corpora- 
tion, New York, has named James 
G. Lamb Company, Philadelphia, to 
direct its advertising. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


PHILADELPHIA 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1930. Troy —a 
York Market. 
Market statistics for Troy, N. Y.., 
are covered in detail in this folder 
issued by the Record Newspapers. 


Major New 


| There is a map of the city zone and 
another of the retail trade zone, and 
data for both areas are arranged in 
| tabulations. 


No. 1931. The Pen and the Sword. 
| MacLean Publishing Company, 
| Toronto, has issued this booklet, in 
| which is shown the importance of 
the war-time services of its 28 pub- 
lications in gathering, interpreting 
and distributing information. Each 


Saturday Evening Post, copyright 1941, 


Vol. 13, No. 2 January 12, 1942 


10 Cents a Copy, $2 a Year 


Automobiles in Defense 


The fact that motor truck produc- 
tion, especially in the heavy-duty 
models, has not been cut to nearly 
the extent passenger car production 
for 1942 been reduced 
clearly that government authorities 
appreciate the important part which 
trucks are playing in war produc- 
tion. Handling the materials needed 


has shows 


for manufacture of all types of 
munitions and supplies for the 
armed forces is a primary and 


essential job, and one which must 
be performed efficiently if the entire 
operation is to be a success. 
Automobile builders have accepted 
the change in their assignment from 
car to tank and aeroplane manufac- | 
ture in patriotic spirit, and are pre- | 
pared to make the changes neces- | 
sary to a new type of production 


just as rapidly as is humanly 
possible. The number of cars to be 
made this year will be decided 


shortly, and it will be only a frac-| 
tion of normal production. But just} 
how far can the figure be reduced | 
in the national interest’ 

It must be remembered that 
automobiles, even though they are 
often called “pleasure cars,” are in) 
reality a basic type of essential | 
transportation equipment. Every | 
defense plant is surrounded by the 
automobiles which bring _ their 
workers to their jobs. The business | 
of the country is carried on to a| 
large extent through the use of| 


A Challenge 


Manufacturers and distributors of 
furniture and home _ furnishings 
have complained for that 
many people put buying automo- 
biles ahead of the purchase of 
equipment for their homes. They 
have felt that the motor car had 
acquired a glamor and attractive- 
ness which gave it first call on the 
buying power of most consumers. 


years 


Ad-libbing 


_Unreadable Calendars 


automobiles. Few cars are driven) 
exclusively for pleasure, and the 
mileage that represents useful busi- 
transportation is by far the 
larger percentage of the total. 

Those in authority have approved 
manufacture of parts, and of course 
proper maintenance will keep many 
older cars running longer than their 
original life expectancy indicated. 
But a shortage of automotive trans- 
portation, whether in the passenger 
or freight field, will mean lessened | 
facilities by means of which to} 
carry on the necessary business of 
America, including the manufacture 
of the tools for defense and offense | 
in this war. 

The shortage of rubber of course 
complicates the situation, the 
rationing of tires is undoubtedly a| 
factor in reducing new car produc- 
tion. But this problem can _ be 
solved to a large degree through the 
use of reclaimed rubber, synthetic | 
rubbers and more careful use and | 


ness 


as 


ithat the 


| Giusti, 
| Alexander 


Your Ad-libber is in his 
possible mood a sort of Peg- 
ler - Johnson - Kent mood — which 
should warn you immediately that 
no sweetness or light will emanate 
from this column today. That, un- 
fortunately, makes it tough on New 
York’s Isaac Goldman Company, a 
printer whose 1942 calendar lies in 
front of us. 

Messrs. Goldman & Co. tell 
calendar they have just 
sent us is the 66th annual calendar 
issued by the company, and that the 
1942 version represents the work of 
12 top-flight artists, the list consist- 
ing of Paul Rand, Lucian Bernhard, 
Jean Carlu, L. Moholy-Nagy, Adolf 
Dehn, Howard Simon, George 
Herbert Matter, Ben Rose, 
Kahn, Laszlo Matulay 
and Herbert Bayer. 

That’s a damned impressive list, 
and it just proves what a terrifically 
vile mood your Ad-libber is in. 
Because we don’t like the calendar. 
We don’t like the calendar because, 
in our strictly corny fashion, we 


vilest 


maintenance of tires now in opera-| have grown accustomed to referring 


tion. 

Manufacturers, dealers and con- 
sumers are all eager to cooperate, 
regardless of individual inconveni- 
ence. In the interest of our defense 
production, however, the question 
becomes one of judgment as to how 
best to maintain the essential 
automotive transportation facilities 
which serve many of our most 
important needs. 


to Furniture 


what are the furniture and home 
furnishings industries doing to cap- 
ture the market they have been 
gazing at so longingly? Furniture 
design has been modernized, and 
production of both furniture and 


home furnishings is less handi- 


capped by materials shortages than 
most other large industries. So 
these groups are now in a position 


| 


Perhaps they overlooked the fact|to claim the center of the stage and | 


that the automobile performed 
necessary service in enabling people | 
to live in homes far distant from 
their places of employment, and | 
that in the rapid changes which 


have come about in modern living,| which may not soon present itself 
automotive transportation has been | again. 


the key. And undoubtedly they 
forgot the important part which 
advertising has played in the past 
four decades in transforming the 


motor car from an interesting toy |tainly the utility, beauty and com- 


to a vital necessity of living and 
doing business. 7 


However, with motor car produc- ltaken for granted, whereas they | 


tion reduced to a trickle, and con- 
sumer dollars necessarily preparing 


ordinarily conscious of the values 
they have to offer. 

In such a situation there is an 
opportunity for industry leadership 


The basic story of furniture 
land home furnishings has never 
been told in the appealing way in 
which electrical appliances, for ex- 
ample, have been presented. Cer- 


fort inherent in good furniture and 
|home furnishings have been largely 


might have been exploited and dra- 
matized in such a way as greatly 


to roll in other directions in 1942,/to emphasize consumer interest. 


a\to make the consumer more than 


done an intriguing job of creating 
designs, but some of them have 
made it gosh darned hard for any 
simple mortal to discover whether 
the fourth Thursday of January is 
the 29th or some other date. 

“It seems,” Goldman reports, 
“that aside from posters there is 
nothing an artist likes to do more 
than calendars. We gave each 
artist the greatest amount of free- 
dom possible. Design, color, con- 
ception, etc., were entirely up to the 
artist. In this way, we got jobs 
that were in every respect the 
artists’ own.” 

You're right, pal; and one or two 
of the sheets make nice-looking, 
adequate calendar sheets. But some 


,; of the others, including the one|than spoken. 


us | 


have 


| |take six of the typical small size, 
; |two-column Lavoris advertisements, | 


publication—there are four maga- 
\zines and 24 business papers—is 
| given a page in the booklet, with its 
services to industry and government 


outlined. 
| reproduced here, may make swell 
artistic designs, but they're not) No. 1923. Los Angeles, Key to the 
calendars by our standards. Southern California Market. 


The Los Angeles Herald-Express 
has issued this new study, which 
provides a thorough analysis of the 
| Southern California market area. It 
deals with population, including a 
| graph of eight major city areas of 
| the country, and includes maps of 
| Los Angeles city area and county, 
|a study of the food, drug, automo- 
tive and liquor markets, with 
accompanying maps, and covers 
commerce and the “plus” defense 
market. 


How Times Change 

The appearance on our desk, as 
we returned to the office from a 
brief trip, of the Jan. 10 issue of 
SEP leads us to the rather unpleas- 
ant task of analyzing all the copy 
in that issue which doesn’t apply 
any more. 

Plymouth’s institutional copy on 
Page 2 can squeeze by, but Oldsmo- 
bile’s slick selling job on Page 
along with Goodrich’s advice to 
“switch to Goodrich,” Dodge’s ad-| 
monition to “act today!”, Fisher) No. 1912. Mr. 
|Body’s well-chosen words about} 
|how far ahead to look when you | A graph of payrolls in Houst 
| buy your new car, Chevrolet's ad- | 1929-1941 Ro ‘is bean tae 
vice to buy the leader and get the| issued by The Houston Chronicle to 
leading buy,’ and Chrysler’s parade 


& Mrs. 
Have More to Spend. 


Houston 


.. | Show the selling opportunities 
jof the “: ‘eat advancements : : 

f me 20 great idv incements 'N | offered by this trading area. An- 
the beautiful new Chrysler,” all are : : cialis 

peer Rerecd gies ; | other graph and the explanatory 
definitely queer-sounding right now. 


Sn edition nemae of the other cone | text show how the Chronicle’s cir- 
2 Ma -} e omer COPY;| culation has kept pace with the 


jnotably the Gulf Oil ad which} 4.0.0 00 ; ial + ia 
|shows Mr. & Mrs. G. R. Lyons of| city’s growth in consumer income. 


Frankfort, Ky., getting delivery on 


to calendars in order to discover | their new sedan, is likely to stir up| No. 1913. lowa Plus What: 
|what the date is, and Messrs. Gold-|™ore envy than effective buying] A composite daytime coverage 
man's temeus pester srtlete | urge. _map of the Cowles stations, WMT, 


Maybe instead of calling all this) KSO, KRNT and WNAX, based on 
to your attention, we should con-| the fifth CBS listening area survey, 
|centrate on the very simple manner| forms the center spread of this 
in which Lavoris manages to fill a| folder, issued by The Katz Agency. 
half page in the same issue. Just A tabulation covers population, 
radio homes, number and value of 
farms and cash farm income for the 
area. The plus comes in through 
local advantages of individualized 
programming from the five studios, 
dealer support and other aids. 


all exactly identical, and run them| 
j}one on top of another. Simple, 
isn’t it? 
Words and Words 

Most unusual request for “statis- 
tical” information which has come| 
to our attention in recent weeks was 
that addressed to the Consumer 
Market Data Book by Fuller & 
Smith & Ross. “Can the $208,000,000 
gross radio time sales for 1940 be 


No. 1838. How 123 Products Actu- 
ally Sell in Syracuse. 

Brand preferences and buying 
habits covering 123 products are 
shown in this new study issued by 
Radio Station WSYR. The material 
includes two surveys: one by per- 


|converted to spoken words on a sonal interview method and the 
‘basis that approaches anywhere|°ther by woman’s club question- 
near logic?”, it asked. Undaunted,| naire. A third section provides a 


‘the editor of the Consumer Market! Summary of the two. 
| Data Book took the problem to 
|NBC’s Chicago director of con- 
tinuity, whence came the estimate, 
after much harried thought, that 
NBC Red carried something like 
35,469,000 words in 1941. The Blue 
had a somewhat larger percentage 
of music, so that the total for both 
NBC nets was estimated at 70,000,- 
000. If Mutual and CBS carried 
|the same number, the total of net- 
work words hurled at the eager lis- 


No. 1921. Preview of This Weel 
Magazine for 1942. 

Here’s a chance to see what the 
new This Week Magazine will be 
like when it changes size and for- 
mat next month. The folder int 
which the new magazine is staple: 
outlines the changes in size, format 
and editorial matter, and lists th 
space units that will be available. 


tener was 140,000,000—a very mea-| No. 1841. How Public Opinion | 
ger number, it seems to us—actually | Formed. 
little more than one word for each “What are the power plan! 


of us 130,000,000 Americans. But 
of course the estimate does not 
| include the output of non-network 
word factories. Nor does it include 
words that were warbled, sung, 
caroled, chanted or chirped, rather 


which generate opinions?” The 
United States News asks and an- 
swers in this booklet. How public 
opinion originates, what kind «f 
people compose America’s opinion- 
forming group, and how effective! 
| they may be reached are discusse: 
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Damages of $7, 500 
Assessed Against 
David A. Munro 


New York, Jan. 7.— Judgments 
totaling $7,500 were entered in Su-| 
preme Court here this week against 
D: vid A. Munro, publisher of Space 
& Time, in the windup of three libel 
suits instituted by Henry P. Bristol 
and Lee H. Bristol, president and 
vi -e-president, respectively, of Bris- 
to\-Myers Company, and I. W. 
D gges, attorney. 

Referring to Mr. Munro as “the 
publisher of a so-called news-letter 
o! special interest to persons in the 
advertising field,” Justice J. Sidney 
Bernstein declared that the article 

Space & Time, in which refer- 
ence was made to a previous libel 

iit instituted by the Bristols and 

hich was the basis for the current 
uit, was neither a “true report of 

judicial proceeding, within the 
meaning of the term,” nor 
omment, that is to say, comment 
based upon facts truly stated and 
free from imputations of corrupt 
and dishonorable motives on the 
part of the persons whose conduct 
was criticized.” 

The court characterized the Space 
& Time comment as “motivated by 
actual ill-will, spite and vindictive- 
ness,” and added that “it was pub- 
lished in wanton and reckless dis- 
regard of the rights of the respec- 
tive plaintiffs and of their good 
names and reputations.” 


Plea Turned Down 


“In the face of that showing,” 
Justice Bernstein continued, “the 
defendant’s plea that he relied on 
information obtained from govern- 
ment official public records, books 
and reports, not produced, and that 
the article represented the honest 
expression of his real opinion or be- 
lief, cannot be accepted in mitiga- 
tion. In the face of that showing, 
his statement that he had no hatred 
of the plaintiffs and bore no grudges 
against them must be discredited. 

“While the plaintiffs testified to 
the mental distress and humiliation 
that they suffered as a result of the 
publication, their reputations and 
standings in the business or profes- 
sional world in which they moved 
were so high that the injuries in- 
flicted upon them by the dissemina- 
tion of the libels cannot be regarded 
as substantial. The compensatory 
damages which the law _ provides 
for may therefore not be substan- 
tial. But they are clearly entitled 
to additional exemplary damages as 
punishment for the defendant, to 


is FUAsL! 


Abel Buell of New Haven was the 
first person to cut and cast the earliest 
font of Roman type in English Amer- 
a. Condemned to prison as a coun- 
terfeiter he was pardoned to make 
lega! tender for the colonies. Buell 
invented the first corn planter and 
‘orn press. He was also engraver of 
farly American maps and Yale college 
fiplomas, He died in 1822. 


Che New Haven Register 


FIRST in Connecticut in Circulation 


“fair | 


deter him and others from commit- 
ting like offenses in the future, and 
to vindicate public decency, and in 
the circumstances, such additional 


,damages must be substantial.” 


Each of the defendants had asked 
for $20,000 damages. The court 
granted the defendant “appropriate 
exceptions, a stay of 30 days and 60 
days to make a case.’ 


NBC Adopts Trademark 


National Broadcasting Company 


has adopted a trademark showing | 


a hand holding aloft an NBC micro- 
phone, with the words “National 
Broadcasting Company” inscribed 
around the outer edge. The new 
emblem will be used in NBC adver- 
tising, on stationery and _ other 
printed matter. 


ithe Sun -Commercial, 


Seve Tires—Ride Bus 


Soon after learning of the na- 
tional tire rationing plan, C. S. 
Williston, advertising manager of 


Vincennes, 
Ind., prepared an advertisement 
which appeared Dec. 
cennes Transit, Inc., local bus com- 
pany. “Do your bit for national 
defense!”’ the copy headlined, “Save 
your tires by riding the bus!” The 
bus company purchased the half- 
page advertisement on sight, 
scheduled others in the same vein 
to appear later. 


Warner to Mansfield 


Harold J. Warner, 
Whitney - Graham Company, Buf- 
falo, has joined Lloyd Mansfield 
Company, Buffalo, as account ex- 


formerly with 


‘ecutive. 


28 for-Vin- | 


and | 


OPM Asks Glass 
Container Makers 
to Save Materials 


Washington, D. C., Jan. 6.—Less- 
ing J. Rosenwald, chief of the Office 
of Production Management’s bureau 
of industrial conservation, appealed 
this week to glass container manu- 
facturers, packers, bottlers and 
other users of glass packages to 
conserve raw materials by simplify- 
ing bottle sizes, shapes and finishes 


wherever possible. 
| Mr. Rosenwald pointed out that 
reducing the variety of sizes and 


designs now in use will result in 
|}more efficient use of manpower, fuel 
and equipment, as well as achiev e 


important savings in critical mate- 
rials. Increased use of large size 
containers was also urged. 

The bureau chief explained that 
soda ash and other chemicals used 
in the glass container industry are 
searce. The suggested conservation 
moves would also reduce the 
amount of iron used for molds, by 
elimination of fancy designs which 
require more iron than conventional 
patterns. Paper used for shipping 
cases can also be saved, he said. 


MAILING SERVICE 


Multigraphing 
Addressing 


Filling-in 
Mimeographing 


THE LETTER SHOP, inc. 


440 8. Dearborn St. Wabash 8655 


NO. DAKOTA | 


§0. DAKOTA 


_— sm 


YAN KTON, 


HIT THIS 


You play safe when you put your money on 
WNAX. It’s the station that really pays off. 


NEW HAYEN 


Here’s why. The winning combination of 
favorable frequency, distance from other net- 
work stations, unusual soil conductivity plus 
proper programming make WNAX the big sta- 
tion of this five-state billion dollar market. 


WNAX, THE BIG STATION is the favorite of 
the nearly four million people of its territory — 
people who spend their billion dollar cash farm 
income for advertised products. 
them with the sure thing medium—WNAX. 


Write for facts that explain why WNAX has 
the largest commercial schedule of any station in 
this territory—with a consistent record for results. 


t's Economical to Buy WNAX 
; the BIG Station! 
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Michigan Attorney Calls | 
Milk Price Fixing Legal 

“Combination” between produc- 
ers, distributors and employes in the 
milk industry to fix the price of 
milk is legal, according to an opin- 
ion released by Michigan’s attorney 
general, Herbert J. Rushton. The 
opinion was requested by the Wayne 
County prosecutor’s office. 

Although he admitted that the 
effect of such price combination 
was to increase the price of milk to 
the consumer, Mr. Rushton said that 
“such result does not render legal 
contracts unlawful.” He added that | 
the state’s two statutes relative to| 
price-fixing both exempted reason- 
able control over farm produce 
prices. 


Cahill Opens Office 


John J. Cahill, for the past five 
years director of advertising sales 
for Western Lithograph Company, 
San Francisco, has founded his own 
agency, known as Jno. J. Cahill & 
Consultants, with offices in the Russ 
bldg., San Francisco. 


Mass production methods 
make Artkraft superior 


quality available at com- 
petitive prices. 


A 


ty ART K 


SIGN CO, LIMA, OHIO 


Eight Printing, | 
Publishing Aides _ 
Join OPM Branch | 


Washington, D. C., Jan. 6.—Eight | 
men have been appointed to execu- | 
tive and consulting positions in the! 
printing and publishing branch of 
the Office of Production Manage- 
ment, under George A. Renard, act- 
ing chief of the branch and ex-| 
ecutive secretary of the National 
Association of Purchasing Agents. 

Walter J. Risley, Jr., staff assist- 
ant to the director of manufactur- 
ing, Curtis Publishing Company, 
was named principal industrial spe- 
cialist of the magazine section. An 
expert in technical problems affect- | 
ing magazine production, he has| 
been with Curtis for 18 years. 

M. M. Donosky, treasurer of the 
A. H. Belo Corporation, which pub- 
lishes the Dallas Morning News, 
was picked as principal industrial 
specialist in charge of the news- 
paper section. Alan S. Browne, 
MacMillan Company, assumed a 
similar post in the book manufac- 
turing section, and Robert J. Mc- 
Clelland, F. H. Levey Ink Company, 
in the ink section. 


| 


appointed chief industrial consul- 
tant for the entire branch, and 
Fulton H. MacArthur, director of 
printing and engraving, Reynolds | 
Metals Company, chief industrial | 
technician. 

John M. Wolff, Jr., president of 
Wolff Printing Company, St. Louis, 
was named principal industrial spe- 
cialist of the planographic (litho- | 
graphic) process products section, 
and Stephen H. Harrington, a jour- | 


|neyman printer and printing sys-| 


tems engineer with Gilman Fanfold | 
Corporation, Niagara Falls, senior) 
industrial specialist in the priorities | 
section. 


Goodyear Tyre Appoints _ 

Goodyear Tyre & Rubber Com- 
pany, Wolverhampton, England, has 
named Erwin, Wasey & Co., London, 
to direct advertising for Goodyear | 
soles and heels. This places the | 
entire account with the agency, | 
since it already handled Goodyear 
Tyre advertising. 


W. T. Grant Adds Haecker 


Carl V. Haecker has been ap- 
pointed assistant director of sales 
promotion in charge of display ac- 
tivities with W. T. Grant Company, 
New York, syndicate store chain. 
He was formerly display manager 


E. W. Palmer, president of Kings- 
port Press, Kingsport, Tenn., was 


with Montgomery Ward & Co., Chi- 
‘cago. 


the nose 
Ol 
V0 ll I la Ce is the fact that, given equal editorial 


quality and appeal, the magazines with the greatest 


_ AUTO MAKERS, UNIONISTS EXCHANGE BLOWS _ 


==An Open Letter to Mr. OPM 


Mr OP 


LETS GET TO WORK! 


AUTOMOBILE MANUFACTURERS ASSOCLA TION 


7 


Timing its copy to coincide with the labor-industry-OPM meeting in Washington 


last week, the ClO placed the full-page newspaper ad (shown at the left) in 


of the U. S." 


Washington criticizing both the government and industry for delays in converting 
the auto plants to war production and terming the conference “long overdue." 
In reply (at right) auto manufacturers assailed labor leaders, accusing them of 
scheming "so that certain groups may obtain control of the productive machinery 
The full-page AMA copy was carried by both Washington and 


Detroit newspapers. 


Department Store 
Advertising Crux 
of NRDGA Meeting 


New York, Jan. 6.— Department 
store advertising during 1942 will 


number of words hold the readers’ attention the longest. 


But some magazines... in addition to more editorial 


contents... are read with greater thoroughness than 


others. 


This double value... greater quality plus more thor- 
ough reading ... gives the GENERAL MONTHLIES 


the longest reading time of all magazines. 


The obvious importance of this fact was rediscovered 


in Elmo Roper’s study of magazine reading. 


Without prejudice or projection, Cosmopolitan is now 


presenting the complete report to advertisers and 


agencies interested in making 1942 dollars do econom- 


ical as well as effective duty. 


ia 
Cosmepoltr 


959 EIGHTH AVENUE * NEW YORK * N.Y. 


| be the biggest question mark on the 
| National Retail Dry Goods Associa- 
|tion convention program at the 
| Hotel Pennsylvania here Jan. 12 to 
|16. So many uncertainties appear 
|in the offing that no addresses have 
|been scheduled for the annual 
NRDGA sales promotion sessions. 
Among the problems to be dis- 
cussed informally by visiting mer- 
chandising executives will be the 
character of wartime copy, with em- 
phasis on whether advertising 
'should be planned along institu- 
| tional lines or whether product copy 


| should be continued in spite of in- 


Other questions on the agenda in- 
clude the allocation of advertising 


dollars with respect to sales trends; 
more flexible appropriations; and 
techniques for meeting new public 
relations problems. Among _ those 
who will participate in the discus- 
sions are Paul E. Murphy, Frederick 
Loeser & Co., Brooklyn; H. Kenneth 
Taylor, John Taylor Dry Goods 
Company, Kansas City; E. H. Hun- 
vald, Pizitz, Birmingham; N. L. 
Posen, Hochschild, Kohn & Co., 
Baltimore; A. A. Wells, Kaufmann 
Department Stores, Pittsburgh; W. 
T. White, Wieboldt Stores, Chicago; 
J. W. Hardy, Woodward & Lathrop, 
Washington; and K. T. Slack, Ball 
Stores, Muncie, Ind. 


Nale Joins Three-B 

Ray Nale, formerly advertising 
manager of the Saturday Spectator, 
Terre Haute, Ind., has joined the 
Three-B Company, Terre Haute. 
Arthur L. Everett, formerly with 
the Terre Haute Star advertising 
department, succeeds Mr. Nale at 
the Spectator. 


wos shortages 
| 


| 


When you buy WCAE yourget... 


TIMED 


A COMPLETE, PRACTICAL 
MERCHANDISING SERVICE 


PERSONAL CALLS ON DEALERS 


Anything from a one-day survey to a full week of in 
tensive merchandising among retailers and wholesalers. 
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Out of these and many other 


RETAIL STORE DISPLAY 


Permanent stands in 130 retail outlets for use of WCAE 
advertisers. Exclusive display—minimum of 2 weeks. 


STEADY NEWSPAPER PROMOTION 


30 inch advertisement, or larger, daily and Sunday 
promoting WCAE programs and sponsors. 


special services available (22 in all) a 


full-fledged merchandising program can be arranged and executed. 


The KATZ Agency - National Representatives 


New York Chicago Detroit Atlanta Kansas City San Francisco Dallas 
WCA PITTSBURGH, PA. 

| 5000 Watts - 1250 K. C. 
MUTUAL BROADCASTING SYSTEM 
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completed. Congress was told that. Windmuller Returns ;and would needlessly disrupt the 


FIC Probes Almost 
1,250,000 Scripts, 
Ads, During Year 


Washington, D. C., Jan. 9.—The 
Federal Trade Commission during 
the fiscal year ended June 30, 1941, 
examined 377,764 advertisements of 
which 25,022 were noted for fur- 
ther investigation as containing 
cloims which appeared to be false 
or misleading, the agency’s annual 
report to Congress revealed today. 

The FTC staff also examined 
8°1,909 commercial radio broadcast 
continuities, of which 24,535 were 
“marked for further study.” Also 
scrutinized were 20,238 pages of 
mail-order catalog copy, 467 of 
which were questioned, and 1,414 
almanac advertisements, 289 of 
which were deemed to warrant fur- 
ther investigation. 

Analyzed by classifications of 
products, the group including food, 
drugs, devices and cosmetics made 
up the bulk of the questioned ad- 
vertisements. This group accounted 
for 65.3 per cent of the total led 
by drugs with 33 per cent, cosmetics 
13.5 and food 12.7. Among other 
products, advertising of specialty | 
ind novelty goods headed the list} 
with 10.2 per cent. Tobacco sida | 
ucts represented 1.2 per cent, and a 
group including automobile, radio, 
refrigerator and other equipment, | 
3.7. 


Stipulations Numerous 


During the year, FTC sent ques- 
tionnaires to advertisers in 374 cases 
and to agencies in 19 others, and 
accepted 234 stipulations on periodi- 
cal or radio promotion. A total of 
605 cases was disposed of by the 
various methods of procedure, 222 
being settled upon receipt of reports 
showing compliance with previously 
negotiated stipulations. 
maining 383 were closed without 
prejudice to the right of the com- 
mission to reopen if warranted by 
the facts. Most of these, 221, 
terminated for lack of jurisdiction 
or sufficient evidence to establish a 
law violation. 

At the close of the fiscal year, 
FTC had 779 radio and periodical 
cases pending. When the year 
began, July 1, 1940, there were 979 
pending cases. 

The report contained little new 
information on the general investi- 
gations in progress. The fair trade 
study, begun in April, 1939, to 
uncover effects of resale price main- 
tenance on the interests of manu- 
facturers, wholesalers, retailers and 
consumers, appears to have been 


200 


425 S. WABASH AVE. CHICAGO 


| finished 


The re-| 


were | 


“a report on the investigation was 
in the course of preparation at the 
close of the fiscal year.” Although 
this was more than six months ago, 
the report has not been released. 
The investigation into distribu- 
tion methods and costs, initiated in 
June, 1940, was reported to be un- 
at the close of the fiscal 
year. Twenty-three commodities, 
ranging from automobiles to men’s 


| shirts and collars and from cookies 


'to structural steel, are included in 
the study. 


Joins Audit Bureau 

Pacific Factory, San Francisco, 
has joined Controlled Circulation 
Audit, New York. 


Robert L. Windmuller, formerly 
manager of the St. Louis office of 
The American Weekly, has rejoined 
the organization in the same capac- 
ity. He replaces Nick Amos, Jr., 
who has been transferred to the 
Chicago office. 


Adds Farm Paper 


Better Farms, Pulaski, N. Y., has 
named A. R. and S. Gordon Hyde, 
Chicago, as western § advertising 
representative. 


Sets Convention Dates 
Toilet Goods Association, New 
York, will hold its 1942 annual 
convention at the Waldorf-Astoria 
Hotel, New York, June 15-17. 


‘|San- Diego Club 
Vows ‘Advertising 


Will Continue’ 


San Diego, Cal., Jan. 7.— De- 
claring that any cessation or slack- | 
ening might be interpreted as an 
attack of community jitters which is | 
non-existent, San Diego-California | 
Club will continue its advertising | 
in 1942. “Come war, hell or high | 
water,” the club declared, “San | 
Diego is doing business at the same | 
old stand—and doing plenty of it.” 

Any curtailment of its adv ertising | 
plans, the club says, would tend to 
support erroneous impressions that | 


conditions are serious in San Diego, ’ 


lable setting of ocean, 


|continuity of current national and 
sectional campaigns. 
The club makes a bow at the 


boom which has flung its population 
figures upward, but insists that the 
never-changing elements, “friendly 
climate, natural beauty, incompar- 
bay, foothills 
and mountains, romance and history 
persist, and the San Diego-Califor- 
nia Club intends to keep right on 
telling the world about them.” 


Falkell beies Wesdwend 


Moreland B. Falkell, formerly on 
the staff of West-Holliday, San 
Francisco, has joined the San Fran- 
cisco sales staff of John B. Wood- 
ward, newspaper representative. 


FORT SUMTER "®& BULL RUN "® VICKSBURG ® 


—yet Lincoln laughed 


Abraham Lincoln was ‘‘acquainted with grief,” 
Yet there was laughter in him. 


the President's lifesaver.”’ 


Americans laugh. 
Englishmen laugh. 
But Hitler never laughs. 


if ever a man was, 


J friend of his once said: ‘‘ That laughter has been 


Maybe laughter has something to do with democracy. 


Maybe laughter is part of courage and faith and accomplishment. 
Maybe the 755,000 copies of our December Esquire can help, 
That's SMileage 


for *7 million Americans plus! 


* Jecording to research by the Psychological Corporation, more than l0 adult 
men and women regularly read each copy of Esquire purchased every month, 


“with the feartul strain that is upon me 


night and day, 


if I did not laugh, 


I should die.” 


April 9, 1865: The last portrait,on a broken plate. A direct copy from 
the only print made from the broken negative by Alexander Gardner, the 
day of the surrender of Lee at Appomattox. The President was assas- 


sinated five days later. The original print is in the Meserve Collection. 
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| 
|The threat of air raids is a constant | 
reminder to the average man that 
wars are not fought only on battle- 
fields. 


ASCAP and BMI 


Patriotism Aids 


Again comparing the present time 
with 1917, Mr. Buck sees the in- 


s 
See Alike - - on 
a Banner 194) crease in patriotism that welled up 
after the attack at Pearl Harbor as 


War Tunes Flood Music a rich source of inspiration. The 


rise in music - consciousness since 
In d ustr y in Wake of the last war and the fact that the 
°° pendulum of art has swung from 
Firing dictator - ridden Europe to. the 
United States are other important 
New York, Jan. 6. Rapidly re-| factors. 
covering from the damages Looking over the past year, BMI 
tained during one of the most un-| expressed the opinion that the new 
settled years in its history, the| organization, formed by the broad- 
music industry looked forward this 


sus- 


casters in 1939 when ASCAP re- 
fused to accede to their demands 
for a per-program payment basis, 
has lived up to and reached beyond 
the expectation of the broadcasters. 

The last twelve months demon- 
strated two important facts, accord- 
ing to BMI representatives: one, 
that as long as the public is offered 
acceptable music, it is indifferent 
to its source; and two, that radio, 
both commercial and sustaining, is 
the most important factor in the 
sale of music since all music must 


be popularized before the public 
| will buy it. 
Reviewing its accomplishments, 


BMI feels that new composers have 
been given an opportunity they 
lacked while ASCAP was the sole 


copyright organization, that the 
agencies turned out good programs 
with BMI music and that it is re- 
sponsible for the rise in popularity 
of Latin- American music. In the 
record field also BMI made its mark, 
with an estimated 55,000,000 of a 
total 100,000,000 records carrying 
its tunes. In the year ended July 31, 
1941, BMI chalked up an income of 
$1,800,000 from radio, as compared 
with $1,300,000 in the first year of 
operation. 

With the broadcasters committed 
to continued support of BMI, 800 
stations are now listed as subscrib- 
ers, compared with 555 as of Dec. 
31, 1940. Broadcasters in all dis- 
tricts of the National Association of 
Broadcasters have endorsed BMI’s 


eight- year contract, beginning 
March 12, 1942, and extending to 
March 12, 1950. 

During 1942, BMI will put the ac- 
cent on music of quality in contrast 
with the past year when the goal 
was ample quantity and variety for 
air consumption. With regard to 
patriotic songs, BMI writers were 
turning them out even before there 
was a demand for them. Now more 
than one-half of the tunes BMI is 
offered are patriotic while before 
the war they added up to about one- 
third of the total. 


Harre Joins WIND 

Arthur F. Harre, formerly with 
WAAF, Chicago, has joined WIND, 
Chicago, as local sales manager. 


week to a banner year from a com- 


mercial as well as creative stand- 
point. 
The ink on the contracts which 


marked the end of the radio-music 
controversy was scarcely dry, and 
angry words had barely faded into 
the distance, when America entered 
the war. During the past month the 
musical pot has been bubbling fur- 
iously and the desks of both ASCAP 
and BMI officials are covered with 


sheets of music that deride the| | 
enemy and express confidence of 4 
victory. 

Judging from previous similar 


periods, the flood of manuscripts 
will continue in response to the in- 
nate desire of the people to set their 
feelings to music. Before very long, 
Mars will have ousted Cupid as the 
inspiration for songwriters and the 
most popular tune of the day will 
hardly be suitable for crooning into| 
a lady’s ear. 
Buck Optimistic 


Although hesitating to play the 
role of prophet, President Gene Buck 
of ASCAP said today that the next 

2 months should be a_ lucrative 
year for the Society after a year of | 
turmoil, during 10 months of which 
ASCAP derived no income from 
radio. He pointed out that the 
effect of war on advertising must 
be determined before any guess at 
income from radio can be made. 

At the time broadcasters signed 
up with ASCAP, it was estimated 
that the Society’s intake from the 
airwaves would be $3,500,000 in 
1942, compared with the $5,100,000 
earned in 1940. ASCAP begins 
with more than 500 stations signed 
up to broadcast its music on both a 
sustaining and commercial basis. 
There were some 600 on the roster 
before ASCAP crossed swords with 
the broadcasters. 

Looking at the musical picture in 
the light of the war, Mr. Buck feels 
that the tunesmith’s art will be an 
even more vital force than during 
the last war, chiefly because of radio 
but also because the civilian is no 
longer merely a spectator, cheering 
from the grandstand, but a protago- 
nist in real danger of losing his life. 


FIRST 3 
IN ST.LOUIS J 


local commercial 
quarter hour volume. 


ST. LOUIS 


KWK } 


Mutual Broadcasting System 
Represented by Raymer 
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. 7 - and plates all unconditionally shot. Logan and Arnold, Advertis- TO HEROES 
Pottery Line for 


Top-of-Stove 
Cooking Launched 


Chicago, Jan. 6.— A new bidder 
for :ousehold utensil business raised 
its head here this week as Joaquin 
Potteries, Stockton, Cal., began 
showing buyers at the Chicago mar- 
ket a line of Joaquin-ware, a pot- 
tery product which it declares can 
be used to replace the traditional 
kit-hen pots and pans, as well as 
for direct use on the dining room 
table. 

he new line, which presently 
consists of sauce pans, double boil- 
ers. skillets, casseroles, cups, saucers 


guaranteed against heat breakage— 


|was developed by Melvin Lattie of 


Joaquin Potteries through the use 
of two new materials, melite and 
dagerite, which are obtained from a 
mountain on an Indian reservation 
in Nevada. 

The ware is priced slightly lower 
than Pyrex and is especially de- 
signed to look well on the table, as 
well as on the stove. The top-of- 
stove pieces are available only in an 
off-white shade, but cups and sau- 
cers and plates may be had in color. 
The company is aiming at compre- 
hensive retail coverage by spring, 
and expects to launch national ad- 
vertising in April, probably with a 


full page in Life as the opening 


ing, Los Angeles, is the agency, with 
Miss Van Davis handling the ac- 
count, 


Advances Raymond Levy 

Associated Publications, New 
York, has advanced Raymond Levy, 
formerly advertising director, to 
general manager. Mr. Levy was at 
one time president of Raymond 
Levy Organization, New York ad- 
vertising agency. 


Adds Ruth Baumgartner 

Ruth Baumgartner, formerly a 
retail training copywriter with 
Sears, Roebuck & Co., Chicago, has 
joined the promotion department of 
Esquire, Chicago. 
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Salesmen 


FROM: Rex Stark 
DATE: January 2, 
SUBJECT: 


dealers 


aus 

- not only do a job of backing 
up our advertisers in their 
merchandising, but that it 

y fic- will reaffirm their judg- 

ed on ment—that Better Homes & 

F Gardens is the ‘‘hottest'' 
magaZine in the home field— 
in the minds of their 

es mer- customers. 
milies 
wt best 


/ 


wy STAB. ISHED 
TOMORROW. 


MEREDITH 
wo PUBLISHING 
COMPANY 


INTEROFFICE MEMORANDUM 


TO: Better Homes & Garden 


To support the merchandising 
programs of our advertisers 
we are scheduling this adver-— 
tisement for January in a 
list of trade and business 
magazines which will reach 
hundreds of thousands of 

all over America. 


This message is in line with 
the Better Homes & Gardens 

editorial policy of helpful- 
ness. We believe that it will 
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MEDICAL HEROES OF THE ARMY AND NAVY 


ME HEEDED 
ES OF THE WOUNDED 


ogrea tee alee ater mas © 8 temy reer 


, - —— _ 
\ 


CBA PHARMACTUTICAL PRODUCTS INC SUMMIT © 


With this full page paying tribute to 

one of America's medical heroes, Ciba 

Pharmaceutical Products, Inc., will launch 

the first consumer advertising in its 

history. Murray Breese Associates han- 
dies the account. 


Ciba Will Launch 
First Consumer 
Drive This Month 


Summit, N. J., Jan. 6. Ciba 
Pharmaceutical Products, Inc., will 
take its message direct to the con- 


sumer for the first time in its his- 
tory this month when an institu- 
tional campaign is” launched in 


Time. 

Beginning Jan. 26 and extending 
through June, a series of six full 
pages in two colors will pay tribute 
to medical heroes of the Army and 
Navy. The first insertion will fea- 
ture Surgeon Major Jonathan Let- 
terman, who instituted medical field 
service during the Civil War. In 
tune with the tempo of the times, 
copy will conclude with the state- 
ment: “Ciba Pharmaceutical Prod- 
ucts salutes the medical men of 
today in the armed forces of the 
United States well those in 
the civilian forces responsible for 
health behind the lines. Ciba stands 
shoulder to shoulder with other 
American firms in helping to pro- 
tect democracy.” 

Ciba’s promotion its various 
pharmaceutical products has here- 
tofore been limited to medical and 
business papers. Murray’ Breese 
Associates directs the account. 


as as 


of 


Landsheft-Warman Splits; 
Warman & Co. Formed 


Landsheft and Warman, Buffalo 
advertising agency with offices in 
the Liberty Bank bldg., has dis- 


solved, with its principals forming 
two new companies. A. William 
Landsheft will continue his agency 
at the same location. 

A new agency, Warman & Co., 
has been formed by Robert B. War- 
man at 296 Delaware avenue. Asso- 
ciated with Mr. Warman is _ his 
brother, D. C. Warman, for the past 
five years with McCann-FErickson 
in Detroit 


Donahue & Coe Ups Two 

Donahue & Coe has named Rufus 
Choate and James J. Maloney 
vice-presidents. Both men are ac- 
count executives 


as 


Drop Pocahontas 
Calendar in Favor 
of Cartoon Book 


New York, Jan. 7.—An ingenious 
application of comic-strip copy 
principles is ushering in a new pro- 
motional era for Pocahontas Fuel 
Company, at the same time break- 
ing a tradition built up over a 
period of many years. 

To thousands of householders 
throughout the country, the name 
of the famous Indian princess has 
been symbolized by means of a 
colorful calendar, delivered late in 
December through the courtesy of 
a local coal dealer. The face of the 
historic beauty will be absent from 
kitchen walls this year. Instead, 
about 500,000 children and adults 
will peruse a thrilling 64-page book, 
entitled “Exciting True Adventures 
of Pocahontas.” 

This streamlined version of the 
fuel company’s effort to dramatize 
its trade name was the brainchild 
of A. H. Collins, Pocahontas vice- 
president and sales manager, and 
Eliott Odell, advertising director 
of Fawcett Publications. To demon- 
strate the possibilities of applying 
the comic-strip technique to a spe- 


cial merchandising problem, they 
set writers to work digging into 
historical sources to ferret out the 
true story of Pocahontas and her 
times. Armed with a mass of 
|authenticated data, the writers 
dumped their material onto the 
drawing boards of the Fawceti art 
staff. The latter proceeded to dra- 


matize the story 

Each copy of the Pocahontas book 
has space for a local dealer im- 
print. With the exception of four 
pages devoted to “Coal Facts,” there 
are no commercials of any kind. 


Advances F. A. Lawrence 

F. A. Lawrence has been named 
acting business manager of the 
Tribune, Austin, Tex., succeeding 
John H. Payne, who has resigned as 
general manager. Stanley Gunn, 
formerly managing editor of the 
Tribune, has been named executive 
editor. 


SE 


E 
TOMORROW 


The Magazine of the Future 


February Issue 


OUT 
JANUARY 15 


ON ALL 
NEWSSTANDS 


25 cents 


Advertising rates and sample 
copy on request. 


Creative Age Press, Inc. 


1! East 44th Street 
New York, N. Y. 


Ou 


Highest Quality — 


vr . 


PHOENIX ENGRAVING COMPANY, 
305 EAST 47th STKEKT. NEW YORK = [ELZYHONE: W'ckeisham 2-8294 


Lowest Possible Cost 


WHO BUY Engravings IN NEW YORK! 


YOUR WORRYING DAYS ARE OVER. 
I’M TAKING OVER THAT JOB! 


Twenty-five years experience with engravings, art and print- 
ing. § I take your copy, determine how the engraving should 
be made, see that it is carried out—and into your hands. 
© Yet you do not pay a penny more for your engravings. 


Ed. Kramer 


Inc. 


Least Trouble to YOU! 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Mexico's Sovereignty 
Still Unchanged 


To the Editor: Here’s one for the 
book. 

The attached greeting “to all our 
Good Neighbors” certainly won’t set 
too well with Mexico, which at last 
reports still claimed sovereignty 
over Lower California. 

Scallions to the artist and adver- 
tising manager on this one. 

JAMES E. HICKEY, 

Editor, “Buckeye Tavern,” 

Youngstown, O. 


Thanks 


To the Editor: Thank you a mil- 
lion times for the big and beautiful 
buildup you gave to me in your 
Ad-libbing column of the Dec. 1 
issue. Our clipping service has just 
picked it up ... and I am overcome 
by your generous appreciation of 
the nonsense publicity that I write. 
I will make sure you get all the 
maddest ones in the future. 

SopHIE GOODE, 

Sophie Goode, Publicity, New 

York. 

[Editor’s Note: It was the flood 
of super-super adjectives in a 
Goode mimeographed release about 
satin that caught Ad-libber’s eye, 
and, for a time, held him spell- 
bound. Like Westbrook Pegler’s 
box fighting friends, Miss Goode 
apparently feels that it makes little 
difference what anyone says about 
you, as long as he says something. | 

7, Vv F 


A Happy New Year 


—and Sage Advice 

To the Editor: I hope that this 
letter will not be too long delayed 
to wish you a happy new year. We, 
over here, have sufficient experience 
of new conditions to realize that 
one can be happy under the most 
unusual events—as indeed we are. 

This war of OURS (and this 
means yours and mine this time) 
will shake us a bit. It may get 
you on some civil or even military 
duties, as it keeps me out of bed 
(and has done so for two years 
now) two days a week, on civil 
defense jobs, not to count the Sat- 
urday and Sunday duties. Still the 


1816 x 11. 


MAP FIXING | 


The map maker shows Lower California 
as a part of the United States on the 
globe illustrating the full page ad of 
Barry-Wehmiller Machinery Co. in the 
December issue of the American Brewer. 


most second sheets entirely. This 
will also substantially reduce the | 
use of clips, pins, and staples and 
reduce the necessity for new steel | 
filing cabinets which are difficult to | 
get. 

5. Use smaller size memo and 
scratch pads: 4x6 instead of 5x 8; 
3x5 instead of 4x6; seldom 


6. Buy lighter weight paper—a 
change from 20 substance weight to 
16 substance weight saves 20 per 
cent pulp and costs less. 

7. Use 634 size envelopes instead 
of larger, paper-consuming sizes. 

8. Run all mimeograph and 
other duplicated bulletins, etc., on 
both sides of the paper. 

9. Instruct packing and shipping 
departments to use new materials in 
the most efficient manner possible 
and to reuse salvage from receiving 
department. 

10. Instruct receiving depart- 
ment to open incoming cases, car- 
tons, and packages so carefully that 
containers and materials can be re- 
used by you. 

11. Do not 


job has to be done and the future 


destroy any waste | 


seems more and more to point to| paper or paper products. Some local | 


an ultimate success of “our side.” | 


So here is a friendly wish for your 
personal happiness in 1942 and of 
prosperity for ADVERTISING AGE. 
F. A. MARTEAU, 
British Editorial Representa- 
tive, ADVERTISING AcE, London. 
7 | ¥ 


Urges 11-Point Program 
for Business Offices 

To the Editor: We are sending 
you a story on the back of this 
sheet—a story that we, and govern- 
ment representatives to whom it 
has been shown, believe you will 
want to publish. The suggestions it 
makes will result in reduced sales 
volume in our industry, but this 
temporary loss is negligible when 
compared to the need for fullest co- 
operation with our country’s Vic- 
tory program. 

Civilian Defense 
Guardia is releasing strong publicity 
and developing a nation-wide pro- 
gram to make suggestion No. 11 as 
effective as possible. Several of the 
preceding ones originated among 


our own folks and others are gath-| 
ered from a number of sources, in-| 
cluding one based on current Lon-| 


don experience: 

1. Write briefly and to the point 
—it’s better business 
anyway. 

2. Write and type on both sides 
of letterheads and second sheets 
when you can’t be brief. 

3. Order 25 per cent to 50 per 
cent of your letterheads, memor- 
andum forms, and second sheets in 
a short size 5% inches to 7 inches 
long to use for short subjects, 
“Shorties.” 

4. Put carbon copy.on back of 
letter being gngwéred ~ eljmjnhte 


|claimed for the manufacture of box | 


Director La- 


expression 


agency will collect them to be re-| 
| 


|} board, cellular board, and 


packing materials. 

Newsprint and book papers do not 
consume much sulphite pulp or 
other scarce materials. Color will 
eventually be less white, but the 
|size and circulation of newspapers, 
|magazines and books will probably | 
|be maintained for some time with- | 
lout detracting from the Victory pro- | 
gram. It is primarily the office, | 
writing and duplicating papers 
made of sulphite or rag pulp that| 
;}must be conserved. 
| 


other 


} 
| | 


President, Horder’s 
Stores, Chicago. 


Stationery 


vgs 


Credit the “Times-Herald” 
For Bogen’s Bond Ad 


To the Editor: For the record, I 
| call your attention to the front page 
picture and the Page 5 story in the 
Dec. 29 issue of ADVERTISING AGE 
| which treats of the patriotic adver- 
tisement published in Washington, 
D. C., newspapers by Columbia 
Veterans’ Wine & Liquor Store 

Mr. Bogen, proprietor of this 
store, advises me that he would like 
ADVERTISING AGE to know the com- 
plete facts behind this advertise- 
ment, one which brought forth 
widespread comment and even “fan 
mail” from the District of Columbia. 

The advertisement appeared first 
in the Washington Times-Herald. 
In an effort to have an active part 
in the national defense drive, Mr. 
Bogen talked with me and suggested 
I devise «a. copy. theme appropriate 
tto* the ‘situation: 

The result you know. We pre- 
"pared the: copy and layout and ran 


ithese that your office picked it up 


the advertisement on Dec. 20. So 
great was the favorable response | 
that this account elected to have the 
copy run in two other Washington | 
newspapers. It was from one of 


for reproduction to the trade. 
J. NORMAN MCKENZIE, 
Advertising Department, Times- 
Herald, Washington, D. C. 
= 2 
Remember Pearl Harbor! | 

To the Editor: You’ve heard it| 
before and you'll hear it many times 
again. Whether verbal or visual 
these three words—Remember Pear] 
Harbor—are sure to produce a 
spine-tingling stimulus to every 
American; this is the one slogan 
that will live through history as the 
most powerfully inspiring message 
of our generation. 

That’s the reason we’ve put this 
message in print. We all know there 
isn’t going to be any spare time 
to call the boys in the shop together 
every morning for a “pep talk.” 
Speedy production is much too im- 
portant at this critical moment. 
Your copy of our new colorful 
poster is enclosed with our compli- 
ments—please give it maximum 
publicity so that stern old Uncle 
Sam and his fighting words can be 
seen by as many workers as possible 
every day. Unity of purpose is the 
aim of both management and the 


The Kenny Press, Newark, N. J., is con- 

tributing this wartime poster, in red and 

blue on white, as its share of the national 

effort to unite labor and management 
in the Victory drive. 


worker today and this poster is our 
contribution to the cause. 

There has been an_ indication 
already that a considerable demand 
is in the offing for these posters so 
we are preparing a new supply im- 
mediately. 


R. S. Barry, 
The Kenny Press, Newark, N. J. 
v 7 v 


“Don't Borrow” Theme 
Pulls Big Response 

To the Editor: I am enclosing an 
advertising radio script which 
speaks for itself. It is just another 


of those ‘“don’t-do-business-with- 
us” ads. Note particularly where 
the script, written for the Morris 
Plan Bank of Philadelphia, says: 

“You know it is part of our busi- 
ness to provide loans—yet we ask 
'you not to borrow money beyond 
'your capacity to repay. This is no 
time to put a strain upon your fam- 
ily budget in order to make loa: 
repayments. Furthermore, we urg« 
you not to borrow money for need- 
less luxuries—that money will d 
more good in the form of United 
States defense bonds. Even thoug! 
it will hurt our business, we would 
rather not make loans for needles: 
luxuries. 

Ralph W. Pitman, president of the 
Philadelphia institution, said that 
the script got a perfectly unbeliev- 
able response. 

J. P. YODER, 

Public Relations Director, Mor- 

ris Plan Bankers Association, 

Washington, D. C. 


“Il hope WFDF, Flint, Michigan, is on 
| the sponsor's list!” 


Want To 


you an unique market 
throughout the Inland W 


Your Sales In The 
- Inland West? 
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Increase 
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Is Your Answer 


The Improvement Era, official monthly magazine of the Mormon Church, offers 
... a market composed of influential Mormon families 


est... a market composed of more than a quarter of a 


million readers with the tremendous purchasing power of the Intermountain trade 
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E. Y. Horper, | 


area. Era advertising lineage has shown a gain each year since 1934 
tive years—and today is at a new all-time high . 
advertisers are receiving more than their money's worth in the Fra, 


seven consecu- 


.. proof enough that prominent 


Here’s evidence that you’re in good 
company when you're in The Era 


A partial list of NATIONAL ADVERTISERS who use The Era 


Allis-Chalmers 

Union Pacific Stages 

Union Pacific Railroad 
Standard Oil of California 
Ford Motor Company 
Oliver Farm Equipment 

W. P. Fuller Company 
Wheeler. Reynolds, & Stauffer 
Levi Strauss Company 
Southern Pacifie Railroad 
Burlington Railroad 

Denver and Rio Grande Ry. 
and many more. 


H. J. Heinz 

Royal Baking Powder 

Globe Grain and Milling Co. 
(Trade name of Pillsbury) 

Royal Puddings 

Royal Gelatin Desserts 

Safeway Stores. Ine. 

Fleischmann’s Yeast 

Borden Company 

Pioneer Canneries 

White Star Tuna 

Purex 

Par Soap 


Vano Household Cleaner 
Nalleys, Ine. 

Kerr Glass Company 
Sunnyvale Packing Co 
Tea Garden Products 
Purity Biseuit Co. 

(Unit of United Biscuit) 
Bluhill Cheese 
Continental Oil Company 
International Harvester 
Deere and Company 


J. I. Case Co. 


MORE THAN 


50,000 


ABC NET PAID 
CIRCULATION 


SCHOOL AND MERCHANDISING 


PER CENT 
INCREASE IN 
CIRCULATION 


38% 
- ae 
16% FE 

ao 

BABEL 


1938 1939 1940 194! 


Advertising Representatives: 
New York: Dougan and Bolle, 292 Madison Ave. 
Chicago: Dougan and Bolle, 400 North Michigan Ave. 


WRITE US REGARDING OUR FREE COOKING 
SERVICES. 


Francis M. Mayo, Advertising Director, Salt Lake City, Utah 


Pacific Coast: Edward S. Townsend Co., Russ Bldg., San Francisco. 
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RECORD BREAKER 


Changes Firm Name 


M uzak Receives 
Charter to Run 
W47NY, FM Station 


New York, Jan. 7.—Muzak Radio 
Broadcasting Station, Inc., has been 


Alvin E. Unger, formerly in the| mercial frequency modulation sta- 
electrical transcription division of |tion now the property of Muzak 
Application will be 
made to the FCC for permission to 
| transfer ownership of the station. 

Directors of the new corporation 
are William Benton, vice-president 
of the University of Chicago and 
co-founder of Benton & Bowles; 
Waddill Catchings, chairman of the 
board 


| Corporation. 


|chartered to operate W47NY, com-| 


| P. K. Leberman, president and ad- 


Magazine. 

Station W47NY, the only activity 
|covered by the new corporation, 
| has been in operation for the past 
two weeks and is currently conduct- 
ing program tests. 
been authorized by the FCC to con- 
duct a non-commercial FM radio 
| service which will be available only 
to subscribers with special Muzak 


}equipment. (ADVERTISING AGE, Aug. 
111). The non-commercial service 
will be operated by Muzak Cor- 


poration. 
Names Reiss 


Emeloid Company, Arlington, 
N. J., has placed its account with 


vertising director of Family Circle 


Muzak has also} 


Joins G & W 

Frank W. Townshend, for the 
past 22 years in the national adver- 
tising field, has joined Gooderham 
& Worts, Detroit distiller, as assist- 
ant general sales manager in charge 
of activities in monopoly states. 


Adds Program 


Station WIBG, Philadelphia, has 
|added a half-hour recorded dance * 
| program to its broadcasting sched- 
ule. The station expects to go full 
|time soon, when its 10,000-watt 
transmitter has been finished. 


‘Named Eastern Rep 

| Tailwaggers Magazine, Los An- 
geles, has named Walter C. Elly, 
New York, as its Eastern advertis- 


of Muzak Corporation, and! 


Reiss Advertising, New York. ‘ing representative. 


—_—— David Goldman Company, Chi- 
j | cago agency, has changed its firm 
i | name to Goldman & Gross, Adver- 
q | tising. Robert Koch and Roger 
{ scout have joined the agency 
. as account executives. 
WE-ALL I laste & Ete 
‘ Raises A. E. Unger 
the company, has been named a| 
— vice-president of Frederic W. Ziv, 
Inc., Cincinnati. 
B & B Resigns Hudnut 
a Benton & Bowles, New York, will 
galt "oe resign the account of Richard Hud- 
nut, New York. B & B will continue 
to handle the account until an- 
t nouncement of a new agency. 
International Business Machines Corp. 
released this new message, stressing 
America's unity, last week to a record 
total of 1,639 newspapers and 15 mag- 
i azines. Copy ranged from full to quar- 
ter-page size. Cecil & Presbrey is the 
agency. 
‘ “3 4 
IBM ‘Unity’ Ad 
Hits Record in 
Papers, Magazines 
New York, Jan. 6.—International | 
Business Machines Corporation this | 
week called attention to the na-| 
tion’s unity of spirit in an institu- | 
tional advertisement released to a 
record total of 1,639 newspapers 
. and 15 magazines. The newspaper | 


list covered every English-language | 
daily in the country. 

Signed by Thomas J. Watson, | 
IBM president, copy describes the 
change in “our trend of thought” | 
from “I,” representing only one per- | 
son, or “we,” representing only a) 
few people, to “We-All,” which | 
“means every loyal individual in | 
the United States.” Appearing as 
the caption, “We-All” is repeated 
throughout the copy which con- 
cludes with “President Roosevelt, 
our Commander-in-Chief, can be 
certain that WE-ALL are back of 
him, determined to protect our 
country, our form of government, 
and the freedoms we cherish.” 

The one-shot insertion appeared 
full-page in magazines and in news- 
papers in Washington, D. C., New | 
York, Rochester, Binghamton and 
Endicott, N. Y., half-page in about | 
100 cities in which IBM has branch | 
offices, and one-quarter page in the 
balance of the dailies. On the maga- | 
zine list were American Business, 
American Magazine, Business Week, 
Collier’s, Dun’s Review, Forbes 
Magazine, Fortune, Liberty, Life, 
Look, Nation’s Business, Newsweek, | 
Time, The Saturday Evening Post 
and United States News. IBM’s 
regular campaign continues in 10 
magazines. Cecil & Presbrey han- 
dles the account. 


Adds S. R. Dubrowin 

S. Ralph Dubrowin, formerly with 
Topping & Lloyd, has joined Red- 
field-Johnstone-McNevin, Philadel- 
phia agency. 


— a 


A COMBINATION 


as unique as it is 


PROFITABLE 


Southern New England's fore- 
@ most radio station. 


The area that leads all America 
sin spendable income. 


ROYAL 


HENRY 
PAPER CORPORATION + 


FOR 


CHAMPION PAPE 


To the splendid service already rendered advertisers and printers by 
Champion’s five merchants in New York City, now has been added 
the distinct advantage of supplying Champion paper from a single 
huge warehouse in New York. This means adequate supplies and 
quicker delivery of all the principal grades of Champion paper . . . the 
paper you want, when you want it. Salesmen from our individual 
houses will contact you as heretofore, but with this improved service. 
Highest quality, bigger stocks, quicker deliveries ... these merchants 


vive you the best in service and paper. Choose Champion for every job! 
* . 


LINDENMEYR 


VERNON 


& SONS « 


A. W. POHLLMAN PAPER CO. 


BROS. & CO. «+ THE WHITAKER PAPER CO. 
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Ask Chicago for Raise 

Fire and police organizations of 
Chicago have joined forces to pro- 
mote pay raises for themselves by 
appealing to Chicagoans with news- 
paper space two columns wide and | 
125 lines deep, using the headline 
“Chicago pays its street sweepers 
74c per hour . its firemen 66c!” 
The defense theme is used in the 
plea by emphasizing the importance 


York, 
and 


New 
parents 


Station KQW, San Francisco, has 
become an outlet of the Columbia 
Broadcasting System, replacing 
KSFO, San Francisco. 


will follow 


advertising is 


24 items to 


English Daily serving the other with 19 


60,000 Americans in Puerto Rico 


v packed. Plans 
ALL AMERICAN NEWSPAPERS, Rep. Inc. 


420 Lexington Avenve, New York — 


Plan National 
Advertising of 
New ‘Oodle Box’ 


practical presents for men in Uncle 
Sam’s armed forces, a merchandis- | 


necessary items. 

National advertising of the boxes 
expanded 
through department and drug stores 
in metropolitan 


retail 


The larger boxes contain a copy of | 
the Reader’s Digest, 


to promote the smaller 
monthly gift basis since it contains 
about a month’s supply. 


National advertisers whose prod- 
ucts are included in the “oodle box” 
are E. R. Squibb & Sons, Pal Blade 
Company, Andrew Jergens Com- 
pany, Paul Westphal, Inc., Schnefel 
Bros. Corporation, White & Wyckoff 
Mfg. Company, Eagle Pencil Com- 
pany and Griffin Mfg. Company. 
Oodle Box Company has not yet 
appointed an agency to handle the 
account. 


Jan. 6.— With 
sweethearts 


fond 
seeking 


of policemen and firemen during | ing tie-up between a number of na-| - 
the war emergency. tional advertisers and Oodle Box| . 
, Company has resulted in a gift Freihofer Drops 
KOQW Joins CBS package containing a variety of Non-Fattening Claims 


Freihofer Baking Company, Phil- 
adelphia, has agreed to a Federal 
Trade Commission stipulation to 
cease and desist from advertising 
that its Hollywood Health bread is 
not fattening, that no sugar is used, 


distribution 


centers. Current 
limited to promotion 


“FIRST SHOT 


ee a 
MAKES YOUR DOUBLE EDGE RAZOR PERFORM MIRACLES! 
p STAR, 
Mae | 
EE 510 
Bile SS -25 | 


American Safety Razor Co. will intro- 
duce its new double-edge razor blades 
to consumers next month with this ad- 
vertising in national magazines. Federal 
Advertising Agency handles the account. 


by individual retailers. or that the product has _ been 
oie (A 4220 In the “oodle box” are toothpaste, |@™dorsed or sponsored by leading | 
mee as ae physicians or dietitians for reducing 

soap, foot powder, shoe polish, ad- diets 
 % cover this prosperous © hesive bandages, hard candy, sta- A parallel stipulation with Na- 
~ American Market, USE tionery, after-shaving lotion and/ tional Bakers Service, Inc., Chi- 
Puerto Rico ; < other necessities selected after a| cago, which sells the mix used to| 
survey of service men. Boxes are| make the Freihofer product, also | 
WORLD JOURNAL offered in two sizes, one containing| rules out the claims and forbids 


representation that Hollywood act- 
resses use the product in dieting. 


at $5, and the 
items to retail at $3. 


current when 
are being formulated 
box on a 


Gets Drug Account 
Hillman-Shane-Breyer, 
geles, has been named to direct ad- 
vertising of Thrifty Drug Stores, 
Southern California drug chain. 


Los An- 


ness manager, 
to general manager 
Times. 
10 years 
of the Times, 
ness manager. 


Ups Cahill, Rodbury 


Harry H. Cahill, formerly 


has been 


auditor 


busi- 
advanced 
of the Seattle 
W. D. Rodbury, for the past 
and comptroller 
has been named busi- 


Smart manufacturers of quality prod- 
ucts reflect their products’ value in 
carefully prepared advertising. No ex- 


ception to this rule is the direct adver- 


motor cars. It must be compelling, re- 
plete with life-like pictures in glowing 
colors. Type must be printed clear- 
cut. Catalogs, circulars, and brochures 
must say, “this is a quality product”. 
Naturally, motor car manufacturers, 


highest-grade products, select Kimberly- 


7 
= 
> 
- 
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. For Highest-Quality Printing 


KIMBERLY-CLARK CORPO 


¢ NEW YORK: 122 East 42nd Street 
ie “year MARK 


ARE PRINTED ON — 


tising produced by manufacturers of 


and many, many other producers of 


Clark Levelcoat* printing paper to carry 
the messages that sell their merchan- 
dise throughout the land. 

Step-up the appearance of your direct 
advertising by using 


Levelcoat printing Compare Levelcoat Quality! 


papers are you can 


do this at little, if 


any, extra cost be- 
“A” is a diagram of greatly enlarged 
edge of old-style manufactured 
printing paper. Compare with “B"’. 


“Bis a diagram ot greatly enlarged 
edge of sheet of Levelcoat paper 
Note the smoothness of both sides 
of Levelcoat paper. This smooth- 
ness is obtained by new and exclu- 
sive processes and is the secret of the 
unexcelled printed results obtained 
with Levelcoat printing papers. 


cause Levelcoat papers 
provide all the beauty 
of costly printing 
papers at the price of 


y, hi mfcer” 


cot wer For volume printing ot a price 
J, GGL . l Ldstes. NEENAH, WISCONSIN 


° CHICAGO: 8 South Michigan Avenue * 


ordinary paper! ... 


de Advertising 


2 ve leocl, PRINTING PAPERS 


Levelcoat papers 


are for every type of letterpress and 
rotogravure printing. Available through 
paper merchants. 


Address our nearest 
sales office for sam- 
ples of fine printed re- 
sults obtainable with 
Levelcoat papers. 
Youare invited tocall 
in a Kimberly-Clark 
technician to help 
you solve any paper 
or printing problem. 


Multifect 


LOS ANGELES: 510 West 6th Street 


Open Drive for 


New Star Razor 
Blade Next Month 


New York, Jan. 6.—After con- 
fining its activities to single-edg, 
razor blades throughout its 62-ye: 
history, American Safety Razo 
Company today revealed its entr: 
into the highly competitive, double 
edge field with the introduction o 
'a new Star product. First consume 
|advertising will appear in nationa 
magazines next month. 
| According to Milton Dammann 
American president, the compan) 
has been experimenting with 
“new type of double-edge razor’ 
for several years, but war produc- 
ition and materials shortages have 
terminated this work. Machines fo1 
producing double-edge blades were 
jalready built, however, and _ the 
company is therefore proceeding 
with this phase of its merchandis- 
ing program. 

Feature of the new Star double- 
|edge blade campaign will be a 
|dramatization of the “secret 6NX 
process,” described as a technique 
involving new machine specifications 
and improvement in every step 
from hardening of the steel to in- 
|spection of the edge. A séries of 
|“shaving jury” tests is said to have 
demonstrated the “6NX blades 
definitely smoother - shaving 
‘longer - lasting than 
| double-edge blades.” 

The new product will make its 
advertising debut in Collier’s, Lib- 
erty, Life and The Saturday Eve- 
ning Post. Introductory offer con- 
sists of five blades for ten cents and 
15 blades for 25 cents. Meanwhile 
the Star single -edge blade cam- 
paign, featuring “blackout” copy, 
continues in magazines and news- 
papers. Separate copy is also ap- 
pearing for Gem blades. Federal 
Advertising Agency directs the ac- 
count. 


as 
and 
competitive 


Deliveries of Fats, 
Oils Regulated by OPM 


The Office of Production Manage- 
ment has adopted an order which 
prohibits the delivery to manufac- 
turers or processors of some 1,800 
different kinds of fats and oils in 
excess of a 90-day operating sup- 
ply. Manufacturers have the option 
of basing their operating supply on 
their rate of operation during the 30 
days before issuance of the order, 
on the rate of the corresponding 
period one year earlier, or the aver- 
age monthly rate in 1941, which- 
ever is highest. 

Soap, cosmetic and paint industries 
are the more important fields af- 
fected by the conservation order. 


Gets Hat Account 

Hammer Advertising Agency, 
Hartford, has been named to direct 
the account of Miss America Milli- 
nery Mfg. Company, Shelton, Conn 


To Aitkin-Kynett 

Irma Coleman Corporation, Phil- 
adelphia cosmetic maker, has named 
Aitkin-Kynett Company, Philadel! 
phia, to direct its account. 


DEPENDABLE 
MARKET RESEARCH 


TABULATING 


Complete facilities and long ex- 
perience enable us to meet the 
exacting demands of agencies. 
publishers and marketing 
analysts. 


Send for your copy of the Book- 
let entitled “Economy in Mar- 


ket Research.” 


_ RECORDING & STATISTICAL CORP. 
| 102 Maiden Lane, New York. N.Y. 


BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 
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NURSES NOW ’ s ‘ Included in the Times expanded Dress Makers Turn 
" N. Y. Times Sunday magazine will be increased Cc O O | Paper meneenee = 
. M R emphasis on feminine fashions, food, ase ver to D J ; araggos | te roy Baha ays a a 
erges oto, ‘home decoration and child care.| Manufacturers opposed to the Adi wm ies Sion lies prog tet on 
fe M i : ‘Supplementing the material now New York Dress Institute's $1,500,- | dition. The new publication will 
Announcement by W. M. Jeffers agazine Sections carries will also be a greater use of slaced’ thats ey igs fede a be issued monthly. 
‘ "9 : . ic res > arge agazi ac r cas ‘ le so e © 
PRESIDENT UNION PACIFIC RANLROAD New York, Jan. 7.—Effective with | er oe a the enl irged one — Department of Justice’s anti - trust ‘i a ee i 
ae oe ee the issue of Feb. 15, the New York| Will mark a continuation of typo-| givision, it was revedled when the | To Journal of Living 


pow: rvtated te the Nawome 


3 
Union Pacific Railroad took this news- 
paper space last week to explain that 
because its nurse-stewardess staff was 
needed in the national defense it will 
discontinue the popular service Jan. 15 
for the duration. U-P claims it was first 
to institute railroad stewardess service, 
in 1935. It “may be renewed after the 
war is won," 


‘Collier's’ Wits 
Provide Chuckles 
in Cartoon Form 


New York, Jan. 6.— Advertising 
executives throughout the country 
are getting an occasional respite 
these days from the sorrows of a 
war-torn world, thanks to a 
page compilation of chuckles, en- 
titled “Collier’s Collects Its Wits.” 
The drawings, issued in book form 
by Harcourt, Brace & Co. ($2.50), 
appeared in the magazine during | 
the past two years. 

Edited by Gurney Williams, the 
laugh-fest includes a learned dis- 
cussion on how cartoonists work, 
thus disillusioning many who will! 
be informed for the first time that} 
“the cartoonist lives a life surpris- | 
ingly similar to your own.” 


Issues Data Guide | 


E. H. Brown Advertising Agency, 
Chicago, has issued its 17th annual | 
“Advertisers Rate and Data Guide,” | 
which is offered free to advertisers 
upon request. 


Moves to Philadelphia | 

Willard G. Myers Advertising 
Agency, formerly of New York, has 
moved to Philadelphia, with offices 
in the Philadelphia Saving Fund 
bldg. 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 


|Times will merge its rotogravure 
‘section with its Sunday magazine, 
at the same time expanding the lat- 
| ter’s editorial scope. 

A pioneer in rotogravure, the 
| Times launched its Sunday picture 
section April 5, 1914 and during the 
| first World War graphic 
|of dramatic news events 
|brought great popularity 
|portion of the paper. In the post- 
|war years rotogravure became in- 
|creasingly important as an adver- 
| tising medium, reaching its peak in 
|1929, when the Times volume 
topped 1,000,000 lines. More re- 
cently, however, improved picture 
facilities made available to daily 
newspapers have gradually taken 
over some of the functions formerly 
| Performed by rotogravure sections. 
| 


abroad 
to this 


coverage | 


|graphic and gravure reproduction 
improvements instituted during re- 
cent years, including the use of edi- 
|torial color. Lester Markel will con- 
itinue as Sunday editor, and Victor 
Talley, rotogravure editor, will as- 
sist him. 

During 1941 the Times magazine 


carried 402,960 lines of advertising, | 


an increase of about 12 per cent 
jover 1940. Color volume in the 
|magazine was 65,549 lines last year, 
a gain of 30 per cent over 1940. 


Wall to Chek-Chart 

Raymon M. Wall, formerly adver- 
tising manager of the acoustic di- 
vision of Burgess Battery Company, 
Chicago, has joined the editorial 
staff of Chek - Chart Corporation, 
Chicago. 


U. S. district attorney’s office in 
New York confirmed reports that an 
investigation is under way. The 
promotion clause of a management- 
labor agreement has stimulated a 
rising tide of dissent, the latest 
move having been an appeal that 
the campaign be dropped because of 
the war. 

J. Walter 
agency 


Thompson 
handling the 
ported that schedules will con- 
tinue and indicated that special 
“morale” copy may be used to sup- 
plement current themes in news- 
papers and magazines. 


Opens New Office 

Noee, Rothenburg & Jann, news- 
paper representative, has opened an 
office in the Palmer bldg., Atlanta, 
under the direction of John W. 
‘Collins. 


Company, 
program, re- 


William 


E. Kulich, formerly in 
charge of the New York office of 
What's New in Home Economics, 


has been appointed Eastern adver- 
tising representative for Journal of 
Living, New York. Starting with 
the January issue, the Journal will 
accept food advertising. 


JOHNSTONE ..../ CUSHING 
155 E.44 ST.N.Y.C. MU 2°6236 


advertisin 
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What 


1 Your trade's belief in the customer-benefits of your product; 
2 Friendliness based upon services rendered. 


one: Business men don't want a product just because 


they believe the manufacturer is honest. It is pos 


sible to be honest, yet incompetent! They buy the 


to their own job problems. 
So, regardless of whethe1 
your desire is to increase busi 


ness for today, or to 


ness for 


it, and if possible, 


in the meantime. 


two: Business men 


SERVICES 
Profitably 


* Direct Mail Advertising 
*Created and Produced 
* Dealer Help Campaigns | 
*Automobile Owner Lists” 
*Rated Consumer Lists: 
* Addressing and Imprinting 
"Contest Judging 
‘Premium Mailings 
"Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation | 
450 E. 22nd St. Chicago, III. 
85 E. 45th St. New York City 
27 Venice Blvd., Los Angeles, Cal. 


kindly toward a company be 


cause of its age, or its 


contentment of its employees. 


They feel friendly 


company if it has rendered use 


ful service to them. 


So, if you can find a way to 


transmit 


tion or useful suggestions, be 
yond citing the benefits of your 
product, by all means pack it 
into your business paper adve1 
tising. You can help hold the 
good will of your customers and 


THE ASSOCIATED BUSINESS PAPERS 
369 Lexington Ave., N.Y. C., CAledonia 5-4755 


A national association of business publica- 
tions devoted to increasing their usefulness 
to their subscribers and helping advertisers 
get a bigger return on their investment. 


ABP 


tomorrow, 
re-tell the story of the benefits 
of your product to the buyer. 
If you're slow on delivery, ex- 
plain what you're doing about 


prospects figure out what to do 


don't 


important 


product, not the institution. 


They keep wanting a product if they are not 
allowed to forget its application 


hold busi 


iell 


and 


“What do I like 


defense’. Everyone ts 


Why don't they 


help your 


“With our plant going 


feel 


Men above me, 


. have new proble ms. We 
size, OY The the help we can get.” 
B a dealer 


toward a is going to keep on with 


advertising, but we're 
as to what we can say 


when we're out of stock.” 


informa 


nou 


We have a lot of neu 
task of modernizing 
our plant for cil 
ian produc 
fron yust as soon as 
this 


goods 


miess as over.” 


BUSINESS PAPER READERS 
SUGGEST HOW 


Questioned by advertisers who want- 
ed to make their advertising objec 
tives valid under today’s conditions, 
business paper readers made com 
ments like these: 


B a manufacturer 


to see in advertis 
ing run by suppliers who can’t sup 
ply? Well, not just ‘We're back of 
More 
‘We're in an awful jam! Who isn’t? 
tell me what they 
are doing about it and maybe sug 
vest what 1 can do about it?” 


5 a factory foreman 


shifts, | have been advanced in posi 
tion, and have new responsibilities. 
and men under me 


“We like to know tf a manufacture) 


more 
ested in getting sensible suggestions 


fo consumers 


5 a production head 
“Kven if you can’t suppl 
_ keep on describing the specifu 
uses and features of your product 
men around 
here who will be charged with the 


prospects by helping them solve new problems, even 
though you can't deliver promptly. 


paper readers themsel 


of a product. 


that each and every ady 


should tell all that 


than : ‘ 
that objective. In the 
say they want to know 


on three 


That is the title of a 
all 


need 


is being used to solve « 


consumer 


inte? 
the meantime, put la 

ht 
more" tomer-benefits of youn 


customers and prospec 
current problems. 


—_— ee a ae ee 
The Associated Business Papers 
Room 2733 —369 Lexington Ave, N.Y. C 


Please send me the ABP 
checked 


advertising aids 


Nome 


Position 


Compony 


Street 


City ond Stote 


Study that center column. See what business 
tising. They suggest how advertising can 


maintain good will by serving; maintain 
good will by promoting 


Readers still want you to tell all 
Tellall.’ you may remember, simply means 


given a specific and sufficient objective, and 


reader needs to know to enable you to attain 


portant than ever to tell all. 


‘‘How To Find Out What To Say In Your 
Business Paper Advertising Today" 


booklet which will describe how advertising 
at the same time expand future markets. If 
you will return the coupon, it will be sent to 


you just as soon as it is off the press. But in 


your advertising by keeping alive the cus- 


fod will? 


ves say about adver 


r beliefin the benefits 


ertisement should be 


the business-minded 


light of what readers 
today, it is more im 


forthcoming A.B.P. 


urrent problems and 


sting good will into 


product and helping 
ts solve some of their 


Dae ee 
Od. 

HKiee 

[ } “USEFUL ADVERTISING NEEDS NO 
DEFENDERS !"" Leofiet: Describes the 


advertising opportunity created by 
customers’ problems 


[| “HOW TO ADVERTISE PROFITABLY 
TODAY’ Leofiet: Tells what to do if 
what you hove to say is too long 
for an od 


[| “ADVERTISING THAT WORKS TO- 
DAY, BUILDS FUTURE BUSINESS, 100°" 
Leofiet: Tells of the automatic fu 
ture benefits of currently useful 
advertising 

“HOW TO FIND OUT WHAT TO SAY 
IN YOUR BUSINESS PAPER ADVERTISING 
TODAY’ Described above, ready 
soon 
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a 


Elects F. E. Street | 


F. E. Street, executive secretary | 
of the Graphic Arts Asociation of | 
Baltimore, has been elected presi- 
dent of the Baltimore Trade As- | 
sociation Executives. Other officers | 
elected are: Dwight L. Holmes, | 
Better Business Bureau, vice-presi- 
dent; and Edwin F. Skillman, Ad-| 
vertising Club of Baltimore, secre- 
tary-treasurer. 


* | 


res 


puoi 


4 stat papers for 4 pur- 
poses!" The most unique 
and comprehensive pho- 
tostat service ever offered 
. . yet costs you no more. 
Call RCS today for de- 


tails no obligation. 
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NEW — 


RAPID COPY SERVICE CO. 
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Packaged Beer 
Continues Gains, 
Survey Reveals 


New York, Jan. 7. — Consumer 
acceptance of packaged beer, which 
began an upward sweep in 1938, 
has continued to increase during 
the past year, American Can Com- 
pany reported recently following | 
a nationwide survey of all income | 
groups involving more than 50,000 
interviews conducted by Psycholog- 
ical Corporation. | 

Based on figures for the first | 
seven months of 1941, packaged | 
sales for the entire year will show | 
a gain of 15 per cent over 1940, the 
study estimated. An increase of 
seven per cent was indicated for 
| total beer sales, with draught beer 
|dropping about two per cent. 
| Sales of beer in cans have 
|spurted sensationally during the 
|past three years, far outstripping 
the gains recorded by all packaged 
beers. Since 1938 the latter has in- 
| creased about 14 per cent, com- 
|}pared with a gain of more than 30 
per cent for cans. 

In urban markets, 46 per cent of 
Eastern families were listed as beer 
drinkers; 43 per cent of families in 
| the Middle West; 39 per cent in the 


|lies that drink beer are in the up- 
|per middle and lower middle in- 


| waukee was ranked as the leading | 
| beer-drinking 


| 1942, 


|Far West; and 26 per cent in the 


South. Sixty-nine per cent of fami- | 


come groups, while 11 per cent are 
in the highest income classification, 
and 20 per cent in the lowest. Mil- 


city, with 70 per} 
cent of families partaking of the 
beverage; Buffalo, 63 per cent, was 
second; Rochester, 56 per cent, | 
third, and Baltimore and Chicago, | 


55 per cent, fourth. | 


| predicts that 1942 will be a banner 
| sales year for its up-to-date cabinet | 


Eno to Magazines 


National magazines will replace 
newspapers as the major medium 
for Eno Effervescent Salts during 


with insertions in Collier’s, 
Life, Time and The Saturday Eve- 


ning Post. Radio announcements 
will also be used in New York, 


Philadelphia, Los Angeles and San 
Francisco. The product is made by 
Ritchie & Janvier. Atherton & Cur- 
rier is the agency. 


Get New OPM Posts 


Among new additions to the per- 
sonnel of the division of purchases, 
Office of Production Management, 
are Douglas Kirk, assistant to the 
vice-president in charge of pur- 
chases, Quaker Oats Company, Chi- 
cago, and Clyde E. Beardslee, vice- 
president of the manufactured milk 
products division, Borden Company, 
New York. 


2 lien Ra a Nea aman PR 
em tga Ti ig 


YOUR MARKET... 
WARMING UP! 


is a man relaxed, more 


A man in slippers before a fireplace... 


susceptible to advertising than at any other time. 
GUIDE DETECTIVE UNIT concentrates among “‘slipper-and-pipe- 


before-the-fireplace” readers . . 


. mature, substantial men willing 


to pay 15 cents for the superior, scoop-reporting found in GUIDE 


DETECTIVE magaz 


These are men worth selling . . . men with families .. . 


ines. 


men with 


money ... who regularly read these big, thrill-a-line magazines. 
When you want 100% male circulation, schedule 


GUIDE DETECTIVE UNIT 


HARRY HAYDEN, Advertising Manager 


Offices of Advertising Representatives 


551 FIFTH AVE., NEW YORK CITY - 731 PLYMOUTH COURT, CHICAGO 


YPS Plans Drive 
on ‘Horse and 
Buggy’ Kitchens 


Warren, O., Jan. 7. — Youngs- 
town Pressed Steel Division’s plans 
for selling its cabinet kitchen sinks 
in 1942 include a determined drive 
to shame outmoded “horse and 
buggy” kitchens. Without going 
into the question of priorities, YPS 


models, which are expected to cut) 
sharply into the anticipated sale of | 
1,500,000 sinks of all kinds, the nor- | 
mal demand each year. 
The opening gun of the company’s | 
1942 consumer advertising is an 
insertion in the January issue of 
American Home. Headlined, “Wo- 
man’s Place Is in a Home—with a 
Youngstown Pressed Steel Kitchen,” 
copy stresses the “trudgery” avoided 
by the cabinet sink, claiming that 
as much as eight miles of kitchen 
walking can be saved in a month. 
A coupon for prospective home 
builders or remodelers is attached, 
offering two free booklets, “Kitchen 
Planning by the YPS Min-a-Kitchen 
Method” and “12 YPS Kitchen- 
Tested Recipes for Unusual Dishes.” 
In its sales literature, Youngs- 
town points to the electric range 
industry, which required 17 years 
to sell the first million ranges, 
three years to sell the second mil- 


the third million. Sinks, the com- 
pany thinks, will achieve quicker 
acceptance. It is YPS’ hope that 
when war economy fades, cabinet 
sinks will move more swiftly. 
Advertising and promotion plans 
have been expanded for 1942, with 
greater emphasis upon dealer and 
salesman aids. A new sales train- 
ing film is being prepared in the 
Brobuck studios, Detroit, and the 
first promotion is being launched at 
the national houseware show in 
Chicago. 


“Sun” Raises Friendly 

Edwin S. Friendly, formerly busi- 
ness manager, has been named gen- 
eral manager of the New York Sun. 


lion, and a year and a half to sell | 


"DON'T BUY" 


You Don't Need to Buy 
For a BLACKOUT 


The lest few deys we've hed many requests for blechout me 
terials. in some instences they were logical fectorves tor 
instence. working sights, must heve some means of bleching 
out no hurry without ntertering wth production. But privete 
homeowners. we beleve need more advice then metoriel 


That's the purpose of this messege 


First. decide which room the family will gather in during the 
blechout. The living-room of course. is the most logical. But ¥ 
it has @ lot of windows 
other room 


+ might be more sermbie to select on 


Plan NOW te make the room of your choice LIGHT TIGHT — 
whether + has venetian binds or shodesy light will show through 
unless you completely DOUBLE-COVES the windows If it hes 
on open entrance, that must be covered. too. The first step + 
to rummage in the attic and see what you can find Old ined 
draperies of closely over material wil do perfectly by sewing 
@ pair together So wil « couch cover, blentet ipreed or quilt 
| Use your magneton ond « sewing machine and the chences 
ere you won t have to buy « thing. 


|6 you choose to use @ besement room simply paint the window 
panes bleck for the duration. There's probably enough paint 
in that old can in the gerege—and i¢ peels right off with « 
reror biede 


M there's @ umor in the family borrow thet Mashlight you gave 
him ond hove it handy when you all stumble off to bed Re- 
member, the rest of the house will be pitch-bleck. and youl 
be swrprised ot how unfamiliar it is in the dort! (if you point 
the light straight down } And that old 
berosene lamp you ve beer planning to electrify all these years 
wil come in handy ot lest! Fill # up. trim the wich, ond it wil 
be ready if the power is cut off 


# won't show out 


Se fer you haven't spent «cent! 


Though the purpose of « blechout \s dead serious you can have 
fun getting ready for + Use your magneton end remember 


that in times Whe these @ penny saved is # penny more you con 
spend for 


MILLER & RHOADS 


Reversing a familiar trend, Miller & 
Rhoads department store took this 
newspaper space in Richmond, Va., to 
advise homeowners that leftover ma- 
terials in the attic, unused paint, and 
a borrowed flashlight or old kerosene 
lamp should provide amply for a black- 
out. It concludes "A penny saved is a 
penny more you can spend for .. . 
Defense Bonds.” 


Alexander to “Sun” 


W. H. Alexander, formerly Chi- 
cago division sales manager for Illi- 
nois Meat Company, has joined the 
national advertising department of 
the Chicago Sun to handle food and 
drug classifications. 
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AFFILIATE OF ROCK ISLAND, ILLINOIS ARGES 


. . . They Listen... 
and BUY... When You Use 
the Tri-Cities’ ‘Inside Pull" 


about it 


stores 


tainment 
have 
what 
Tri-City 
Write WHBF, the station preferred 
Tri-City listeners, or... 


~ 


\ 
| 


. and the PROVED Tri-City “Inside 
ill” for sales is WHBF. Our full sched 


ule of advertisers are proving it to them 


There’s no secre! 
any of the 25.466 reta) 
or 3.221 wholesale establishmen'- 
Tri-City area can tell you. WHB! 
far the powerful Tri-Cit 
. . . bringing 18 hours daily « 


Ives every day. 


one 


the 
bs 


most 


eal news, activities and top-flight ent« 
regardless of weather. W 
significant PROOF «! 
Pull” can for YOU 
Why not look it over- 


some very 


Inside do 


sales. 


Howard H. Wilson Co. National Representatiy 
Chicago - New York - Hollywood - San Francise 
Kansas City 


Basic Mutual Network Outlet 


FULL TIME 1270 K C 


THE 5000 WATT 


Voice of the Tri-Cities 
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— lfor the big guns. Aniline, upon|of 1941. It is expected that non-| have to buy in minute quantities 


| The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH 


a, 


a sy , for war equipment. Chlorine also| While non-defense areas will have Bernard B. Schnitzer. formerl 

Furniture and the War have been successful m mereasing | enters dyes in a secondary manner, | little construction this year, Mr. | director of publicity for Artistic 

The close of 1941 found the fur-| the sales of ice refrigerators. and urea, which is used in the tex-|Holden reminds that many areas| Foundations, New York, has joined 
niture industry with twice as many = 2: 3 tile industry for permanent cotton) now so classified will become de- | Corsetry, Inc., New York, as adver- 
unfilled orders as ever before while Although the American chemical|and rayon finishes and printing, is|fense areas before the year is far | tising and sales promotion manager. 
shipping 40 per cent more goods in| industry did an outstanding job of|almost unobtainable because of its|under way. 
daily dollar volume, reports Furni-| establishing the dyestuff industry in|need in the plastics industry. Mr. | . ALITY ECONOMY 
ture Age for January. Although the|this country during the last World|Harrmann believes the difficulty Although women will still wear 0 ° 
industry faced a shortage of mahog-| War, the supply of dyes during this|may be adjusted by proper alloca- hats during the war period, never-| [EY CAN AND DO GO TOGETHER 


any, it was not reflected in its sales, 
as eg aed furniture led in popu- 
lar ty. Walnut was still a close rival | 
fol arst place and may go into the 
lead during 1942 because of the 
shortage of mahogany and the effect 
of the war on the supply of Philip-| 
pine mahogany. More maple and 
oa are being used and lesser woods 
are expected to be utilized for deco- | 
rations. 


| 


Metal furniture, furniture hard-.| of 
ware, spring wire for furniture and | plosives, 


bedding are going to be more diffi-| 


| war 


stuffs 


nylamine, 


0. McGRAW 


period is again a 


Henry F. Harrmann of 
Dyestuff Corporation 


goods. 
General 


Jan. 1 issue of Textile 
pointing out that toluene, 
which are derived a group 
intermediates and from 
host of dyes, is the base 
and other toluene ex- 
the most important ones 


in the tion, 
the 
in 
plans of 
through, 


20 per 


TNT 


which some 250 actively used dye- 
are directly 
| dependent, finds its way into diphe- 
a gun powder 
| Aniline is also the most important 
accelerator for rubber, 


problem | tion of raw materials. 
chiefly because their basic materi: 
are so essential in the production of | 
war 
the 
gives a few examples of the prob- 
lem 
Bulletin, 
from 
of dyestuff 
|them a 


A 75 per cent increase in defense | 
construction 
anticipated by 
president of F. W. Dodge Corpora- 
according to a supplementary 
statement just 
cent 
mid-November. If 

the 
the dollar 
struction this year 


during 


and secondarily 
Residential building, in 
stabilizer. 
by a smaller 


now so vital much 


theless the millinery 
Bd *% x 
which will bring drastic 
some of its practices. 
| Conte mporary Modes 


1942 is now 
Thomas S. Holden, 


issued, in place of|it 
increase estimated 
the current 
OPM are carried 
volume of con- 
may exceed that 


may 
‘economic production 
before it becomes 

style. Style turnover, 
tion asserts, 


to the rate where 


residential building in 1942 will run 
substantially ahead of the 1941 total. 


ume, may lag somewhat behind, but 
the number of family units wiil lag 


industry faces | 
problems due to material shortages 


Among these, 
for 
points out, will be the slowing down 
of style turnover to the point where 
again be possible to reach 

of a 
obsolete 
the publica- 
must be slowed 
retailers do 


and devote more attention to avoid- 
ing markdowns rather than plan- 
ning long range sales and merchan- 
dising campaigns. 


Names B. B. Schnitzer 


dollar vol- 


percentage. 


changes in | 


December 


* BOOKLETS 
* FOLDERS 
* CATALOGS 
+ SALES HELPS 


Z | 


COMPLETE 
COPY & ART 
DEPARTMENTS 


model 


as a 


DESCRIPTIVE 
MANUAL 
ON REQUEST 


down 
not | 


cult to obtain in 1942 with the result | 
that varnished and painted furni-| 
ture instead of lacquer finishes and 
modern furniture with wooden pulls | 
are looked for. Defense housing is| 
expected to create a new demand 
for furniture and because hard- | 
woods are not necessary for defense, | 
the industry does not anticipate | 
rigid restrictions upon its principal | 
raw material. 

More stringent curbs on instal- 
ment buying of furniture are ex- 
pected, which may have some effect | 


& on the volume of sales. In contrast, | 
“ the publication points out that in 
° 


Canada the furniture industry, de- 


" spite the war, is enjoying the great-| 
~ est boom in its history, and in| 
k. Engiand furniture has been placed 
® on the essential list as necessary to 
civilian comfort and morale. 
* ed we 


Looking toward the future for 
transportation services in the United 
States, Joseph B. Eastman, chair-| 
hi- man, Interstate Commerce Commis- 


ow sion, believes the railroads could 
= benefit themselves a great deal by} 
ind establishing a centralized depart- 

ment for scientific and engineering | 
= research, which would function in 

addition to and in cooperation with 
~ such programs now maintained by 


\ individual railroads, individual 


, equipment and supply companies, 
and to some extent by universities. | 

, . . , i» 

, Such centralization and cooperation 


as he suggests in the January Civil | 
Engineering, would bring better and 
more comprehensive results and at 
lower costs. | 

Warm weather and a longer ice 
selling season resulted in a much 
better year in 1941 for the ice indus- 
try, according to “Ice and Refrig-| 
eration News” for January. Other 
contributing factors given were in- 
creased employment and _ better 
wages, and more new homes. The 
sales of sized ice and ice cubes are | 
n the increase and where ice com- 
panies have made the effort they 


A RM OE = 


. COLLINS | 
: MILLER& | 
: HUTCHINGS 
‘ ING. 


Photo-engravers in Chicago 


207 North Michigan Avenue | 


* was just fourteen months ago that WE AF’s 
new transmitter first spoke across the waters 
of salty Long Island Sound. It made headlines 
the way it zoomed WEAF programs New York- 
ward ten times harder than they had ever been 
as WEAF engineers flexed 
50,000 watts to their fullest strength with the 


new 


zoomed be fe re. 


“salt water way.” 

Since then though, its WEAF’s program 
experts that have been making the headlines. 
and an 


Reflecting real programming “touch” 


understanding of the New York listener. they 


seasoned + hk \ I's 


many new Lop-ranking programs during LOFL, 


local program schedule with 


For example: 


More New Programs —Two new fifteen- 
at noon and at 6:15 P. ML. Also 


other shorter news spots making all-complete 


minute ones 


WEAF’s dawn to midnight news service. 


Mary Margaret Mc Bride—Vhe pioneer and 
first lady in the field of programs for women. 


Studio X —One of the most humorous shows 


NEW YORK. 50,000 


Key Station of the NBC Red Network 


ALT WATER WAY’ 


tl Te... 


il ube NRL. Eon aide, 


Report on a Program hedule 
at the Start of "42 


on the air today. with Budd Huliek and Ralph 
Dumke. 

These are just three of the L941 additions to 
WEAR s local schedule. Add Isabel Manning 
“Morning Market Basket” 
“Spice of Life.” 


in other past and planned improvements. Put 


Hewson's (a food 


show ). the and the rest. Figure 
all these things together, and you have a sta- 
tion that’s streamlined to set new records in 
1912 a rocket for your product's sales 
curve in the World’s Richest Miarket. 


is the best time to tie up with it, with 


Today 


Watts - 660 Ke 
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Latin-American Radio 
Drive for Carter 

Carter Products, New York, has 
launched a new short wave net-| 
work program to Latin America on 
behalf of its drug products. A news 
commentary known as “Noticias 
Confidenciales,’ the program will 
be short waved to Latin America 
three times a week over WLWO, 
Cincinnati. 

“Noticias Confidenciales” 
picked up and rebroadcast over 
chain stations in Colombia, Costa 
Rica, Cuba, Dominican Republic, | 
Guatemala, Mexico, Peru, Puerto 
Rico and Venezuela. Fifty-two- 
week contracts have been signed. 
National Export Advertising Serv- 
ice, New York, is the agency. 


will be 


Uses New “V” 

Superba Cravats, Rochester, N. Y., 
will use a new V-drive in merchan- 
dising its neckwear. The slogan, 
“It’s the V People See,” will be fea- | 
tured in all the company’s promo- 
tion. Morton Freund, New York, is 
the agency. 


NOW, © 
more than ever, — 


BUFFALO’S FIRST 
_ ‘regional - 


coverage 


sd Per | 


SS 


SS 


=: 


SS 


~ 


hee $350,000 Transmitter Plant 
WGR ssox.c. 
BUFFALO'S 5000 watt 

MUTUAL NETWORK STATION 


wee - 
BROADCASTING CORPORATION 
FREE & PETERS, Inc. 


ADVERTISING AGE 


Getting Personal 


Harold S. Rieff, space buyer and a.e. at Frederick-Clinton Company, 
and Martha Lee, John Powers model, were married recently. . . 
There’s been a “new Diehl” in the family of Herman P. Diehl. John 
Eric is the name of the latest addition to the family of the Montreal 
Star’s national a.m. . .. 

H. Victor Grohmann played the role of post-season Santa Claus the 
other day when he presented every employe of Needham & Grohmann 
with a defense bond, to mark the agency’s tenth anniversary. The 
largesse was in addition to the regular year-end bonus. . . 

Lawrence B. Esmond, agency pres., has leased an apartment at 
65 Central Park West. . . The new director of civil defense of New 
Jersey is Leonard Dreyfuss, pres. of United Advertising Corporation. 
He is also a member of the governor’s war cabinet. . . 

Lieut. Wesslau G. Wright, son of Charles G. Wright, v.p. of Federal 
Advertising Agency, was married recently to Barbara Francis, daugh- 
ter of Clarence Francis, General Foods president. . . As far as Dick 
Dorrance, g.m. of FM Broadcasters, is concerned, Jan. 1 was much 
more than just the day following New Year’s Eve. It brought Sturges 
Dick III, who happens also to be the grandson of Sturges Dorrance, 
chm. of the board of Brooke, Smith, French & Dorrance. . . 

The New Year’s open house of Hugo Vogel, of Reincke-Ellis-Young- 
green & Finn, Chicago, came near being a gathering of the advertis- 
ing clans. . . Jerry Cullison, adv. and prom. mgr., National Fireproofing 
Corp., Pittsburgh, and veteran secy. of the Pittsburgh Advertising 
Club, is back on the job again after being hospitalized for a couple 
of weeks... 

Bernard Barol, formerly with National Transitads, is now a sergeant 
of marines, assisting Capt. Remsen Cole in charge of marine adver- 
tising and publicity in the Philadelphia area. .. Robert Boyer, formerly 
on the ad staff of Farm Journal & Farmer’s Wife, is now with the 
70th tank corps, U. S. Army. .. Howard M. Paul, WTMJ, Milwaukee, 
is now an ensign in the public relations dept. of the U. S. Navy, 
serving at the Naval Aviation Training School, Chicago. . . 

Lloyd E. Yoder, g.m., KOA, Denver, is on a statewide Colorado 
committee named to raise funds for a memorial to the defenders of 


ST. LOUIS ADWOMEN GIRD FOR VICTORY 


predation - | 
a ay ¥ 


At left are Dr. Mildred Trotter, first aid instructor from Washington U., and Edna 
Emme, pres., Women's Advertising Club of St. Louis, watching members of the 


WAC in Red Cross first aid class demonstrating artificial respiration. Other 
features in the WAC victory program include selling of defense stamps and 
bonds and studying Spanish to promote the good neighbor policy. 


Wake Island... Lawrence Lanpher, of Lanpher & Schonfarber. Provi- 
dence agency, as director of public relations for the State Defense 
Council, is staging a drive for civilian war workers. Gordon Schon- 
farber, pres. of the agency, and S. Foster Hunt, foreign s.m., Nicholson 
File Co., have been elected directors of the Providence Chamber of 
Commerce. . . 

Second Lt. Stephen G. Saltzman, formerly with Al Paul Lefton Co., 
Philadelphia agency, who was cited for gallant action during the Jap 
raid on Pearl Harbor, says his devotion to duck hunting paid dividends 
when, standing on the ground, he aimed an automatic rifle at a low 
flying Japanese bomber, hitting the pilot in the head, bringing down 
plane, crew and full load of bombs. . . 

Sergt. Winfield Louis Johnson, son of Wilbur E. Johnson, yv.p. of 
Marschalk & Pratt, was forced down in the North Sea during what 
was probably his first flight over enemy territory as a member of the 
Royal Canadian Air Force and is now a prisoner in Germany. While 
waiting to take off in the bomber, the adman’s son wrote to his father 
that “today is a momentous day in my new-found career.” He 
29 and joined the RCAF after Britain declared war... 

Albert T. Tobey, who opened his own advertising agency in Bing- 
hamton, N. Y., last October, has been appointed secretarial manager 
of the city’s Chamber of Commerce. . . Irwin D. Wolf, v.p., Kaufmann’s 
Dept. Store, Pittsburgh, is chairman of the commodity rationing board 
for Allegheny County, which includes Pittsburgh. . . Frank Murphy, 
g.m., Hartford Times, and Dick Blackburn, WTHT, Hartford, have 
been appointed staff officers of the Connecticut wing of the civil air 
patrol... 

Lou Nelson, time buyer for Wade Advertising Agency, Chicago, is 
telling anybody who'll listen about Susan Jo, the 734-pound addition 
to the Nelson home. . . It’s now First Lieut. Mark Finley, since the 
publicity and public relations director of the Don Lee Network was 
granted a leave of absence to serve with the Army’s military intelli- 
gence division. . . 

That photograph taken by Albert Greenfield, a.m., Raygram Corp., 
New York, entitled “Haiti Dawn,” which was reproduced in the salon 
section of the 1942 edition of the Photo Almanac, also appears on the 
holiday greeting cards of Mr. and Mrs. Greenfield. Another Green- 
field photo taken in Venzuela was reproduced in the amateur pho- 
tographers’ section of the Dec. 7 New York Times... 

Joe Godfrey, Jr., Chicago office of Collier’s, is showing friends a 
snapshot of his three-year-old son, Joe the third, standing beside a 
nine-pound sailfish which his pop caught off Stuart, Fla., just before 
Christmas. . . Walter Koch, former New York ad artist, who removed 
his Koch Visualizations to a rural retreat in Dutchess County, N. Y., 
to get away from it all, got a half-page writeup in the Hudson Valley 
Courier, Poughkeepsie, N. Y.. . 

Roe Fowler, a.m., the Carlay Co., Chicago, who let his second lieu- 
tenancy in the air corps reserve expire, has volunteered as a buck 
private in the army and now his chief fear is that his buddies will 
find out he once was a shavetail. . . Announcement has been made 
of the engagement of Blaine Williams, classified ad mgr. of the Rec- 
ord-Herald, Wausau, Wis., to Miss Dorothy Portman, Wausau. . . 


1S 


retail florists. | 


Promote Dated 
FlowersinNew | 
York Campaign | 


New York, Jan. 7.—A new twist 
in flower merchandising has been 
instituted by United Cut Flower 
Company which guarantees quality 
and freshness of its blooms by | 
means of a dated seal. 

Established in 1914, the wholesale | 
distributor is using three New York 
papers, the Herald Tribune, Journal- | 
American and Times, to promote its | 
dated flowers under the trade name | 
of Ariston. Appearing from one to 
three times weekly, copy features 
the Ariston seal with a_ typical | 
headline, “Now fresh roses—guar- 
anteed to stay lovely for days.” The 
flowers can be purchased from 200 | 


Copy explains that from the| 
thousands of cut flowers received 
from independent growers, the 


Ariston distributor selects the “per- | 


| fect blooms unharmed in shipping” 


and tags them with the seal, 
stamped with that day’s date, after | 
which they are rushed to the florists | 


who have bid for them. The seal | 
| is attached to one in each bunch of 


Ariston flowers which are “cut and 
conditioned to reach their prime one 
day later than the date on the seal.” | 


| If the flowers do not “last for sev- | 


eral days,” the Ariston florist “will | 
replace them free.’ United Cut 
Flower is not named in the copy. 

J. Walter Thompson Company 
handles the account. 


Pittsburgh Prepares 
Outdoor Blackout 


Pittsburgh has prepared to black- 
out outdoor advertising posters as 
quickly as private homes under a 
new air raid alarm plan developed 
by the Allegheny County Defense | 
Council. The system requires the | 
stationing of an attendant at every 
spectacular display and installation 
of readily available switches. 

A city ordinance will shortly be | 
introduced calling for a midnight 
curfew for all illuminated signs, and 
the enforced turning off of such | 
signs until they are equipped with | 


the emergency switches. 


‘CBS Dedicates WCRC 


Columbia Broadcasting System 
dedicated Station WCRC, New York, 
first of its two new 50,000 watt 
international stations to be com-| 
| pleted, with a one-hour program | 
| beamed to Latin America which | 
started at the stroke of midnight on 
New Year’s eve. Station WCBX, 
Columbia’s older short wave station, 
transmitted the same _ program. 
William S. Paley, CBS president, 
gave an address in English, and 
Edmund Chester, director of short- 
wave and Latin American relations, 
spoke briefly in Spanish. 


| - 
Opens Own Agency 

Sol Silverstein, 
|president and _ account 
with Solis S. Cantor Advertising 
Agency, Philadelphia, has opened 
his own agency, known as Integrity 
| Advertising Service, at 220 S. 16th 
street, Philadelphia. 


vice- 
executive 


formerly 
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DATED FLOWERS 


Now— 

FRESH 
ROSES 
GUARANTEED 


to stay lovely 
for days! 


Obviously, the sooner you buy flowers 
after they're cut—the longer they will 
say lovely in your home! 

Ariston, the city's largest ower destrib 


remers after they re cut 
Party cach morning the 4ristan distribu 
Yor bernende 


that day's date 
After the Dated Seals are attached. retad 


delivery trucks to floret shops 


INSIST ON DATED FLOWERS 
they cost we more 
Truthfully the New Dated Flowers cast ne more 
than other quabty fowers Bersuse [ated 
Flowers are always fresh, vou always know 
they Ul last. This means they're s smart buy 
Tf your forist ian't one of 200 New York 
feewate repulariy carrying Dated Flowers he 
nn get them for you of you Ul order them @ day vn 
ater 


conditioned to reach thew prume one day 
later than the date om the seal. 


When properly cared for. Aniston Dated 
Flowers will last for sewers! days. Ie any 
fore! 


Try Ariston fowere— you'll be plessed! 


ARISTON 


DATED FLOWERS 
STAY LOVELY LONGER 


Using copy in three New York news- 
papers, United Cut Flower Co. intro- 
duces dated seals for the fresh flowers 
it distributes to florists. J. Walter 
Thompson is the agency. 


Tompkins Joins OPM 

L. D. Tompkins, vice-president of 
United States Rubber Company, 
New York, has been appointed spe- 
cial assistant to William S. Knudsen, 
director general of the Office of 
Production Management, Washing- 
ton. 
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through the paper operaling 
engineers read and rely on— 
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Special Note-——An unfaltering flow of 


power is the life-blood of the nation’s 
accelerated for 


program producing 


Vital war equipment... . Now, 
more than ever before, readers and 
advertisers regard POWER PLANT 


ENGINEERING an essential 
channel of communication for urgent 
information to the all-important 
engineering field, 


as 


power 


~ &* & & & & * 


Consult Your 


- YOURS isa prod- 
uct that has an application in the institu- 
tional field—if it has an application to 
hotels, hospitals, colleges, restaurants and 
other institutions—your agency will tell 
you that this huge market can be covered 
most effectively, most economically, most 
thoroughly, through the advertising col- 
umns of INSTITUTIONS Magazine 


INSTITUTIONS Magazine reaches the 
right men, the right women, in every type 


(a BEGIN WAR ON WASTE! crn 


ADVERTISING AGENCY 


of institution in which the principal con- 
sideration is one of mass housing or mass 
feeding. In times of peace .. . in times 
of war . the essential functions of 
every institution must be carried on with- 
out interruption. The need for consistent 
advertising promotion today in the pages 
of INSTITUTIONS Magazine is unprece- 
dented. Consult your advertising agency 
or write INSTITUTIONS Magazine, 1900 


Prairie Avenue, Chicago. 


engir 
you 
ness, 
your: 
“A 
tool f 
with, 
that 
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January 12, 1942 


ADVERTISING AGE 


Nothing fo Sell, 
Much fo Advertise: 
Alcoa's ‘42 View 


(Continued from Page 1) 
advpted early in 1941 after it dis- 
continued all product advertising. 

As outlined to ADVERTISING AGE 
by C. C. Conner, assistant advertis- 
ing manager of Alcoa, the new pro- 
grom will be pointed toward that 
fu'ure time when aluminum again 
will be released for civilian needs 
in peacetime markets, and will be 
in the nature of a wartime report 
b) Alcoa to industry, to business, 
ard to the general public. 

The initial message in business 
publications, headed ‘“Imagineer- 
ing,” introduces the predominating 
thought which will run through the 
entire campaign. A simple illustra- 
tion shows a stream of workers ad- 
\ancing toward a factory. 


this thing is over is a low price 
structure, new things to make and 
use, new services to render, new 
ways to make and do old things. . . 
Match the new low prices of alumi- 
num, the new techniques, the new 
alloys and the old fundamentals of 
light weight and all the rest, against 
what you yourself face, and what 
America needs, and you have found 
the groove to let your Imagineering 
run in... Two can run better than 
one in that groove. We have the 
old-fashioned idea that if we can 
help you look at your future au- 
daciously in terms of the product} 
we make, that teamwork will help | 
us both employ more men at al 
time when America is going to need 
employment.” 

As in the year past, the company 
will employ business papers and the | 
so-called executive and_ general! 
groups of publications. The educa- | 
tional campaign for college students | 
and teachers will be continued. 


Uses Newspapers 


The company makes a current re- 
port to the “man in the street” by 


Raising | using a one-time advertisement in 


‘he question of how employment | 98 newspapers serving all the major 


an be maintained after the war is 
ver, copy declares that “jobs for all 
re the first essential to a peaceful 
eace. But national committees 
ind planning boards cannot make 
jobs. Only Imagineering can 
that. ... We have coined the word 
to pin down the thought that it is 
the individual executive, daring to 
let his imagination soar, and then 
engineering it down to earth—it is 
you doing just that to your busi- 
ness, who will win the peace for 
yourself, and for America. 

“Alcoa aluminum is the 
tool for you to do your Imagineering 
with. Start with the bald facts 


do | 


| started, 
liveliest | 


markets of the nation, appearing 
on various days during the first 
week of January. The newspaper 
message, showing an illustration of 
a pioneer American family in peril, 
is headed: “It’s Just the Same To- 
day.” It points out that Alcoa has 
undertaken to produce aluminum at 
a rate equal to the total aluminum 
production in Germany, Italy, and 
the Nazi-dominated countries of 
Furope, and adds this reminder: 
”Four times since the war in Europe 
we have voluntarily re- 
duced the price of aluminum — a 
total of 25 per cent. Today, at 15 
cents a pound, the aluminum which | 


that what America must have when! goes into defense means savings to 


~ 
i 


h 
hy » 


‘ 


‘ 


WDAY : arco. N.D. 5000 WATTS- NBC 


AFFILIATED WITH THE FARGO FORUM 
FREE & PETERS, NAT'L REPRESENTATIVES 


“WDAY MAKES EASY SLEDDING FOK 


SALESMEN IN THE RED RIVER VALLEY! 
LET US PROVE IT!” 


, will 


GOES NATIONAL 


“What's 
the map? 


With this full-page, two-color insertion 

in the Jan. 12 issue of Time, Pennsyl- 

vania-Central Airlines institutes its first 

national advertising campaign. Twelve 

two-third page ads will be used during 

the remainder of the year. BBDO is 
the agency. 


tuxpayers of millions of dollars a 
year. .. This is our wartime report 
to the nation. 

“A year ago we said: ‘If you can't 
get all the aluminum you want 
when you want it, you will know 
that aluminum has gone off to de- 
fend your home and country! To- 
day we say: ‘Alcoa all-out-for- 
America.’ When Victory is assured 
—and not before—then you will get 
for the products of peace, more 
aluminum, better aluminum, at 
lower prices than any nation or any 
people ever had.” 


IS 


Threats in Price 
Control Measure 
Are Minimized 


Less Serious Implica- 
tions for Advertising in 
Senate Bill 


Washington, D. C., Jan. 7.— The 
possibility that the price control 
| bill slated for enactment within the 
next few weeks will constitute a 
serious threat to advertising ap- 
peared minimized this week as the 
Senate began consideration of a 
new and stronger version of the 
measure. 
Although 
committee 


the Senate’ banking 
rewrote the House-ap- 
proved measure extensively and 
restored most of the provisions 
originally sought by the adminis- | 
|tration, the bill now drawn is| 
| believed to have less serious impli- 
ications for advertising than any 
previous version. 

The licensing power, rejected in| 
ithe House but restored by the Sen- 
jate committee and expected to be 
jincluded in the law that finally 
reaches the statute books, 
ically states that “no such license 


as 


j|may be required as a_ condition 
jof selling or distributing (except 
las waste or scrap) newspapers, 


periodicals, books, or other printed 
lor written material, or as a condi- 
ition of selling radio time.” 


Copy in all media used will have} 


the same institutional character but} 


will employ different approaches. 
As has been the case since the com- 
pany discontinued all product ad- 
vertising, all business paper ads will 
be similar in appearance and copy. 
A list of from 65 to 75 such publica- 
tions, reaching all fields and phases 
of metal working, will be employed. 


Schedule Enlarged 


The company will make its report 
to business during 1942 with an ex- 
panded schedule in Business Week. 
Forbes, Manufacturers Record, 
Modern Industry, Nation’s Busines: 
and United States News. Twelve in- 
ertions will appear in this grou 
during the year as compared with 
eight insertions in 1941. 

Another series of wil 
be placed before the general publi: 
juring the year in Newsweek, Tim 
and Farm Journal and Farmer's 
Wife. Newsweek, Time and many 
college engineering publications 
be used for the educational 
campaign directed at students and 
teachers. 

The distribution of booklets of an 
informative nature, devoted to tell- 
ing how aluminum can be handled 
in the most efficient, economical and 
productive manner, will be con- 
tinued on a greater scale than ever. 
The demand for this helpful litera- 
ture has increased four times over 
the normal rate since the defense 
program got under way. The com- 
pany also will continue publication 
of its two house organs, one for dis- 
tribution among employes, the other 
for users of aluminum. 

A noteworthy feature of the 1942 
advertising and promotional pro- 
gram is the company’s new Techni- 
sound movie, “Unfinished 
Rainbows,” which has just been re- 
leased for public showings Pro- 
duced by Wilding Picture Pro- 
ductions, Inc., Detroit, and filmed 
at the Hal Roach Studios in Holly- 
wood, the film traces the develop- 
ment of the aluminum industry 
from early times to its present niche 
in national defense. The picture will 


messages 


color, 


be made available to schools, col- 
leges and club meetings. A shorter 
version, called “More Worlds to 


‘onquer,” also has been made for 
howings in motion picture theaters 
s part of regular screen programs 
Fuller & Smith & Ross, Cleveland 


“tines ac Alenna'’e agency ’ 
charge of all business paper and 
magazine advertising. This week’s 


schedule was 
MacLeod & 


one-time 
handled 
| Grove, 


newspapel! 
by Ketchum, 
Pittsburgh 


agency 


Commodity Defined 


Again in the’ section § defining 
terms used in the bill, the word 
“commodity” is defined as meaning 
“commodities, articles, products, 
jand materials (except books, maga- 


| 
} 


|zines, periodicals and newspapers, 
other than as waste or scrap), 
jand it also includes services ren- 


dered otherwise than as an employe 
‘in connection with the processing, 
distribution, storage, installation, 
repair, or negotiation of purchases 


or sales of a commodity, or in con- 


nection with the operation of any 
service establishment for the serv- 
icing of a commodity.” 

A proviso to this section, 
ever, forbids regulation of 
charged for advertising. This clause 
reads: “Nothing in this act shall be 
construed to authorize the regula- 
tion of rates charged by any 
person engaged in the business of 
operating or publishing a news- 
paper, periodical or magazine, or 
operating a radio broadcasting sta- 
tion, or rates charged for any pro- 
fessional service.” 

One section which was 
in the bill passed by the House at 
the instigation of advertising inter- 
was scrapped by the Senate 
committee. This provided that price 
control powers “shall not be used 
made to operate to compel 
changes in the business practices or 


how- 


ests 


cost practices or methods, means or | 
in| 


aids to distribution established 
any industry, except to prevent cir- 
cumvention or evasion of any ceil- 
ing established under this act.” 


Prices Brought In 


No comparable limitation is con- 
tained in the new version. The 
Senate committee deferred to ad- 
ministration wishes and included a 
paragraph empowering the admin- 
istrator to “regulate or prohibit 
speculative manipulative prac- 
(including practices relating 
to changes in form or quality) 
which in his judgment are equiva- 
lent to or likely to result in price 
increases.” 

Senate debate, which opened this 
week, expected to be confined 
largely to agricultural price provi- 
The final form of the bill 
will have to be settled in conference 
committee, but it is expected that 
most of the Senate provisions will 
prevail. The fact that the House 
passed the bill before the country 
was at war will probably serve to 
remove objections to some parts of 
the measure. 


or 


tices 


is 


S1ions. 


'W. H. Kearns Heads 


specifi- | 


rates | 


inserted 


Kastor’s N. Y. Office 
William H. Kearns, vice-president 
of H. W. Kastor & Sons Advertising 


Company, Chi- 
cago, has been 
named vice- 
president and 
general manager 
in charge of the 
company’s New 


York office. 

Mr. Kearns, 
who joined the 
agency in 1939, 
has been identi- 
fied with adver- 
tising campaigns 
for Procter & 
Gamble. Before 
coming to Kastor, 
he was account executive and copy- 
writer with Blackett-Sample-Hum- 
mert, Chicago, and prior to that, 
partner in Buchanan - Thomas Ad- 
vertising Company, Omaha. Edward 
Aleshire, formerly with Sherman 
K. Ellis & Co., Chicago, has been 
named to handle the Teel dentifrice 
account for Kastor. 


W. H. Kearns 


oe 
50,000 warts ® 


blanketing 11 states 
and 12 million people 


WKBW 


BUFFALO’S 50,000 watt 
COLUMBIA NETWORK STATION 


ae 
BROADCASTING CORPORATION 


‘National Representatives. 
FREE & PETERS, Inc. 
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Jack Runyan Resigns 


Jack Runyan has resigned as ra- 
dio director of Ted Bates, New York, 
effective Feb. 1. He was formerly 
with Lord & Thomas, Hollywood, in 
the radio and production depart- 
ments. No successor has as yet been 
appointed and Mr. Runyan has not 
revealed future plans. 


Adds Margaret Beecher 


Margaret M. Beecher, for nearly 
seven years advertising manager of 
McAlpins Department Store, Cin- 
cinnati, has been named advertising 
manager of Big Store, Cincinnati. 


, Says L. E. Cohen 
} of Davidson's 


If you sell 
furniture, ap- 
parel, jewelry, 
hardware or 
home _ equip- 

" ment of any 
kind, you know Davidson’s of 
Des Moines, doing a state- 
wide business in all these 
fields. 

And Davidson's know KSO, 
through a record of results 
covering more than four 
years. Quoting L. E. Cohen, 
Vice-President and General 
Manager: 

“Since we began using KSO 
four years ago, we not only 
have had good results in the 
form of direct sales, but also 
have found it an excellent 
medium for institutional sell- 
ing. Our experience shows 
that the use of top flight local 
talent, such as Andy Wool- 
fries, plus short, well-planned 
commercial copy, adds up to 
effective radio selling.” 

On KSO and KRNT, na- 
tional advertisers pay the 
same low rates as do local 
advertisers. So Mr. Cohen’s 
Statement is well worth re- 
membering when you choose 
a station for air-selling to 
more than a million people in 
Iowa’s No. 1 market — Des 
Moines and its extensive trad- 
ing area. 


KSO 


NBC BLUE 

AND MUTUAL — 
5000 WATTS 
BASIC 
COLUMBIA | 
5000 WATTS 


KRNI 


_— The Cowles Stations in 
DES MOINES 


Affiliated with the 
Des Moines Register & Tribune 


Represented by The Katz Agency 


| 


| 


| Copy and art departments for localiz- 


| 
| 


| coverage; also circulation 


} 


| Box 38579. ADVERTISING AGE. Cheo 
ART DIRECTOR 
LAYOUT MAN 
Creative, versatile, practical, Fully 


| Box 3570, ADVERTISING AGE, 


ADVERTISING AGE 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


30 cents 


“Positions Wanted,” 


and 
Term: . 


“Representatives Wanted,” 
a line, minimum charge $1. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., | 


$4.75 per inch. 


HELP WANTED 
BUSINESS WRITER WANTED 
We want a good free-lance business 
writer to operate from our Chicago 
office and give us half his time as re- 
porter and assistant editor. Oppor- 
tunity to develop into full-time job 

on leading trade paper. 

ox 3580, ADVERTISING AGE, Chgo. 
TRADE PAPER SALESMEN.§ There 
are a lot of fields that, due to pres- 
ent conditions, look gloomy If your 
position is therefore impaired because 
of no fault of your own, and you are 
a real salesman around 35, we can 
use you. None other than A-1l ex- 
perienced men need apply. Give all 
details and salary. 

tox 3568, ADVERTISING AGE, Chgo. 

REPRESENTATIVE AVAILABLE 

Completely staffed office in St. Louis; 
experienced, capable Business Publi- 
cation men; know markets in Hard- 
ware, Shoe, Bakery, Automotive, Men's 
and Women's Wear fields Merchan- 
dising and distribution background, 


ing service to advertisers, 
Missouri and surrounding 


Complete 
territory 
promotion, 
Box 3572, ADVERTISING AGE, Chgo. 
astern Representative can serve 
publisher of trade or technical papers 
with personal calls on accounts east 
of Buffalo, use of excellent N. Y. City 
address, telephone listing, reception- 
ist, ete. Commission basis. 
Box 3575, ADVERTISING AGE, N. Y. 


Copywriter 


Chgeo. agey., food experience, $5,000. 
Woman Copywriter—Fashions, $2,000, 
MEDIA DEPT.—fig. estimates, $1,500. 
ASS'T PROD. MGR agey. exp., $1,500 


exp., $1,500, 
GIRLS 
stenos, typists and other posi- 
tions open in advertising 
No obligation to register. 
Fred Masterson 
Sinclair-Masterson Personnel! 

310 8S. Michigan Avenue—Room 

Chicago, Hilinois 


POSITIONS WANTED 


Layout man with agency experience 
seeking opportunity. Moderate salary. 


Secys., 


1749 


POSITIONS WANTED 
Point of sale man, who is 
first class artist permanent 
(and | mean permanent) position with 


seeks 


attractive future, in Chicago. Agency 
experience. Can write copy. Salary 
interesting. Draft 


open, but make it 
stutus 37, married, two other de- 
pendants. Now employed out of town 
Can contact you on Sundays in Chi- 
cago. 
tox 3571, ADVERTISING AGk, Chgo 
COPYWRITER: 25, OPVMed out of na- 
tional fashion account job: also radio 
seript. Seeks similar work 
Box 3573, ADVERTISING AGE, Chgo, 
Printing Publishing EXxecutive—ts yrs. 
exp. in Rotogravure and Letterpress 
printing. Knows quality and produc- 
tion. Exe. background and references 
Desires connection with publication, 
adv. agey. or printing plant 
Box 3569, ADVERTISING AGE, Chgo 
9 years experience diversified accounts 
copy and contact with leading agency. 
Age 31. 3-A draft 
Box 3574, ADVERTISING AGE, Chgo. 
Seasoned 
Advertising Executive 
Available 


For several years, and until recent 


weeks, Advertising Manager for one 
of America’s largest and best known 
companies, spending several millions 


annually in Publication, Radio and 
Outdoor advertising 

New Connection desired as Adver- 
tising Manager, Executive Assistant, 
or Agency Representative 

Can Furnish Best of References 

Above Military Age 
Box 3577, ADVERTISING AGE, Chgo 
Manager of large retail chain unit 
in Philadelphia, itching to get back 
to his beloved New York . Promo- 
tional, advertising, publicity and dis- 


play background interrupted to feel 
the consumer pulse Will resign 
for brighter territory Ready, short 
order 35, and draft-proof 


ABC oo, = 
Box 3578, ADVERTISING AGE, N. Y 


HOUSE ORGANS 

Mr. Sales Manager 
Let me show you how to help your 
salesmen produce more through a 


personalized house-organ You serve 


as editor. I do the work Write for 
free samples Edward Edelstein, 201 
N. Wells St., Chicago, Illinois Dear- 


R557 


born 


experienced in national advertis 
ing, sales promotion and = pack- 
aging on wide variety of accounts 
Agency connection preferred, Rea- 
sonable salary 
Box 3576, ADVERTISING AGE, Cheo 
EDITOR, TRADE MAGAZINE 


Versatile, with managerial ability 
Outstanding advertising layout and 
copy man. Fine cartoonist College 


wraduate, 9 years experience, age 34 
Chero. 


| MISCELLANEOUS 
| Periodical Printing 
Beginning with the first of the year 
we are equipped to handle a magazine 


Janssen to Appear 


at Federal Hearing 
on Margarine Tax 


Dairy Interests Plan for 
Expansion of Butter 
Drive 


Chicago, Jan. 
Janssen, formerly executive secre- 
tary of the National Margarine 
Institute, which was dissolved Dec. 
31 when the members failed to 
agree on future plans, will be one 
of the key figures at a _ hearing 
which Congress plans to begin Feb. 
9 on proposals to abrogate the fed- 
eral tax on retail grocers handling 
margarine, 

One of the margarine industry’s 
major problems has been to combat 
state and federal taxes on its prod- 
uct and it is expected that some of 
the major producers will form a 
new organization to give the indus- 
try a unified voice. It has been 
suggested that the old National 
Association of Margarine Manufac- 
turers, which Mr. Janssen headed 
before its merger with the institute, 
be revived. It is understood that 
steps already have been taken with 
this in view. 

In spite of the apparent need for 


been able to achieve it absolutely. 
Nonetheless, as its executive secre- 
tary, Mr. Janssen has proved an 
able witness for the industry in pre- 
vious government hearings (ADVER- 
TISING AGE, March 17, 1941). The 
February hearing emanates from 
efforts of the National Retail Gro- 
cers Association to have removed 
the federal tax on grocers handling 
margarine. 

So bitter have been the disagree- 
ments heretofore in the national 


8.—Charles__H.| 


January 12, 1942 


organization of margarine maker; 
that proposals for a forthright coop- 
erative advertising campaign (Ap- 
VERTISING AGE, Aug. 4, 1941) not 
only failed to come to pass after 
considerable preliminary work but 
actually resulted in the dissolutior 
of the institute itself. The organi- 
zation did, however, sponsor on« 
full page advertisement in Th: 
Saturday Evening Post for Nov. 1 
1941, in which “The New Impor- 
tance of Oleomargarine in _ the 
American Diet” was presented in 
copy prepared by Leo Burnett Com- 
pany, Chicago. 

| Whether a 1942 advertising pro- 
gram may yet come to pass prob- 
ably will wait upon current plans 
for a new national group. 


unity, margarine makers have never | 


DAIRY INTERESTS LAUNCH 


EXPANSION PROGRAM 

Chicago, Jan. 8.—The American 
| Dairy Association is planning to 
‘take vigorous action in expanding 
'promotion of the use of butter, 
cheese and other dairy products. It 
seeks $50,000 for organization pur- 
poses in dairy producing states. 

Meanwhile the ADA is going 
‘ahead with an advertising program 
i\which calls for butter advertise- 
ments every month until June in 
| Ladies’ Home Journal and Life and 
lwith cheese copy appearing in 
|McCall’s beginning in February. By 
June the ADA hopes to have a con- 
| siderably larger advertising budget 
‘available than it had for the current 
campaign. 


‘Mutual Billings Set 
All-Time Record 


Mutual Broadcast System billings 
for 1941 totaled $7,300,955, estab- 
lishing an all-time high, an in- 
crease of 53.2 per cent over 1940 
when the total was $4,767,054. 

The December 1941 billing of 
$948,498 was the highest for any 
December since the network was 
organized, and represents an in- 
crease of 64.4 per cent over De- 
cember, 1940. 


ior periodical pesnting job at our 
| Poughkeepsie plant Hoe Press, Sat- 
|urday Evening Post size, using news- 
print 
Agriculturist 
keepsie, New 
W. OHM. 


Pough- 
FRED 


Printing Plant, 
York, Attention 


BBDO Expands San 


Francisco Staff 

| Following its recent appointment 
as agency for Standard Oil Com- 
_pany of California, Batten, Barton, 
| Durstine & Osborn has expanded its 
_ San Francisco staff as follows: 

C. H. Ferguson, transferred from 
Minneapolis to San Francisco as ac- 
count executive; J. G. Motheral, 
|formerly with McCann - Erickson, 
| named assistant account executive; 
|R. E. Mangan, formerly advertising 
manager, George Belsey Company, 
Los Angeles, promotion director; 
Milton Burnham, formerly with Pa- 
cific Rural Press, and C. R. Creamer, 
|formerly with Raymond Morgan 

Hollywood, field repre- 


| Company, 
sentatives; Fred W. Meyer, formerly 
with Dan A. Miner Company, Los 
Angeles, media director; C. M. 
Oehler, formerly BBDO research 
director in Chicago, in charge of 
field surveys; and Al Reinert and 
T. H. Dillon, transferred from Min- 
neapolis office. R. L. Hurst continues 
as San Francisco manager. 


‘Major Auto Promotions 
Eliminated One by One 


One by one, the major promotions 
of the automobile industry have 
been set aside because of the war. 
Latest to be suspended is the Ford 
|Good Drivers League. Edsel Ford, 
president of the company, said, “We 
have decided to suspend both the 
state and national contests this com- 
ing year. We have arrived at this 
decision with regret, but it does not 
seem feasible to attempt to hold 
contests under present conditions.” 

Earlier, Chevrolet announced the 
cancellation of its Soap Box Derby 
for 1942. The Gilmore economy 


run from Los Angeles to Grand 
Canyon was recently suspended, 
and last week it was announced 
that the Memorial Day 500-mile 


race at Indianapolis is off for the 
duration. First to go by the board 
were the National Automobile 


Shows, the cancellation of which 
has been blamed for at least part 
of the sales slump that followed 


new model introductions. 
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WOAI 


ON YOUR 
SCHEDULE 


When you measure your mar- 
kets for new schedules, remem- 
ber that you must have 
POWER to get coverage and 


results in the huge, rich 


Texas market that's ready to buy. 


WOAI gives you that power, 
plus the programs and facilities 
that have made it the “Most 
powerful advertising influence 
in the great Southwest.” Try it. 


WOALI sanantonio 


—Thi3 NEAR MORE THAN EVER 
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BIG STATION COVERAGE 
FOR THE BIG STATION MARKET 
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: resignation has since been seit. F. D. MONTGOMERY Sisscitien Canceled 

Statement Hits Mildred Brady vp ro son pe a | Chicago, Jan. 5.— Frederick D.| The biennial International Heat- 

. torial staff of Tide, and later edited| Montgomery, 77, chairman of the ing and _ Ventilating Exposition, 

Simultaneous Use Resigns OPA Friday and a Consumers Union! board of Manz Corporation, of Which was to have been held in 

publication. Her husband, Dr. Rob-| which he had been an officer and Philadelphia, Jan. 26-30, has been 
of Four Networks Consumer Post ert A. Brady, is chief of the OPA) director for 50 years, died here yes- canceled. 

New York, Jan. 8.—Steadily in- Washington, D. C., Jan. 7.—Mil-| standards section. He was the chief terday. He was credited with in- 


creasing pressure from government dred Edie Brady, one of four Office target of the Dies allegations. troducing the halftone process here. | 
bureaus for special broadcast facil-|of Price Administration officials — | 
ities a4 paptervenes ~ Reng Bg whom Rep. Martin Dies charged Paswater Joins OPA ALEXANDER J. MacAVINCHE | 
of a policy statemen e — | wi ae ey ee oo he ton, ‘ 6 
Red network, iemeben on the si- — Pree cee oe a An advertising expert, a news- Devine 7 i I AP pe tee ” 
ultaneous use of the four national euaane ~ oo bir: : wen paper publisher, and a chain store |* apy nh et ; : ae oberts & 
networks for a single program. ivision of OPA, it was learned|manager have been added to the|MacAvinche, advertising agency, | 
It is understood that the action | 'day. consumer representation section of | t¢d here today. 
esulted from the request by a gov-| Her departure had no connection} the OPA consumer division. They - | 


rnment agency that the four net-|With the Dies allegations, an OPA| will represent the division in efforts SCHUYLER W. GILLESPIE We are—about the record 
vorks be tied together for a series | Official spokesman told ApvertisiInG| to induce other defense agencies to. Stamford, Conn., Jan. 5.—Funeral| yyyz.neig made last year 
f sustaining programs. Radio offi- | AGE. He explained that Mrs. Brady| consider consumer needs in devel- services were held here today for 


ials fear that a grant of time for|Submitted her resignation two|oping the war program. Schuyler W. Gillespie, 57, publisher) Sure we're excited over the many ad- 
ne such program would set a prec-|months ago, but that it had not The appointees are John H. Pas- of the Stamford Advocate, who died vertisers who renewed again after 3, 5, 
dent, and an increasing number of | been acted upon until now. It was| waters of Los Angeles, O. H. Olson Jan. 3. yeers with KXYZ-KRIS. Advertisers are 
commercial programs would be|said that the Civil Service Commis-|of Pasco, Wash., and Charles H.| excited over the remarkable results 
forced off the air. sion, which Price Administrator| Ross, who has been in the wind aro E. GREEN they get t ~ ype eg bo 
On the other hand, Fred Weber,}Leon Henderson asked to investi-| division of OPA. | Camden, 6. 5, Jem. S—Harry B.| Sree. Went fe get cnuted, tes 
general manager, said that the Mu-|gate the charges, has not yet sub- Mr. Paswaters came to Washing-| Green, 58, a member of the RCA , 
tual Broadcasting System will con-| mitted its findings. ton after 20 years in the retail field, Victor advertising department for 


National Representatives 
THE BRANHAM COMPANY 


tinue to offer the best programs| Mrs. Brady's job was assistant|having served as merchandising 33 years, died suddenly Dec. 29. 
available, indicating that Mutual|chief of the consumer publications| counsel to the Los Angeles Exam- — 
has no objection to simultaneous |section. She was a close associate|iner. The publisher is Mr. Olson,; WILLIAM F. RAYHILL 
broadcasts if it considers the pro-|of the former head of the division,;, who runs the Pasco Herald, has| Rochester, N. Y., Jan. 5.—William 
gram of interest to its listeners.| Harriet Elliott, and assisted her in | been public printer for his home| F. Rayhill, vice-president and sales 
Columbia Broadcasting System had| preparing speeches and _ reports.) state for eight years, and was for-|manager of the Rochester Packing 
no comment to offer. Mrs. Brady’s decision to retire was|merly a member of the state legis-,|\Company and a past president of 
The NBC-Red resolution, adopted | reached, it was said, after it be-|lature. Mr. Ross was manager of|the Sales Managers Club of the 
by the planning and advisory com-|came clear that Miss Elliott herself|the Sears, Roebuck & Co. store at| Rochester Chamber of Commerce, 


mittee representing 136 affiliated| was about to leave. Miss Elliott’s’ Richmond, Va. ldied here Dec. 31 
stations, read as follows: “In con- | 


sidering how network operation can 
best serve the interests of the na- 
tion during this war period, we | 
urge that each network retain in- | 
dependent operation and indepen- 
dent program building. The simul- 
taneous use of national networks, 
except in the instances when the 
President of the United States ad- 
dresses the nation, or in the event 
of a sudden emergency, or military 
necessity, should be avoided. Our 
vast radio audience is a result of, 
and responds to, the excellence and 
variety of programs, a product of 
the American system of broadcast- 
ing. Tying up four networks for 
one program is in effect attempting 
to coerce listeners and will fail in 
its purpose, and will not attract a 
maximum audience, neither will it 
spur compétitive efforts for pro- 
gram quality. The interests and | 


welfere of the nation can best be | NN When the Japs bombed Pearl Harbor they blew a lot of things out of the water 
ge by following the PERSEES PAY | Check with besides the Arizona. They blew up tire sales and automobile sales. Private 
mo ne LOOMIS on the ears are being left at home. Everyone is riding the buses—the boss, the office 
Best Way to Cover: bey, the stenographer, factory hands, Negro porters, soldiers, sailors, women 
shoppers ... all depend more and more on public transportation, This is the 
PHOTO ENGRAVING Greater St. Louis greatest change in American Life since the advent of the automobile. ‘Trans- 
| Omaha & Council Bluffs portation companies are handling full loads. New equipment is being added, 
SALESMEN Sioux City, lowa old equipment rejuvenated. To advertisers and agencies, it means a quick 

St. Joseph, Missouri swing to transportation advertising to keep in step with the times. 


Sedalia, Missouri 


Springfield, Missouri ADVERTISING MUST LEARN TO TURN 


Philadelphia (Suburban ON A D | M E ! 
Area) 


Atlantic City 


. and spend it more carefully than ever. An adver- 
and other locations tiser, agency or medium that is not geared for an 


immediate change of plans these days is simply going 

| to get there “too late with too little.” Yes, we know 

at Ae , the old story .. . we have been told already by a 

A BEEF is good for eating yi ' lot of people that “Its too late for 1942-—our plans 
If you have one about the firm | 


for the year are already complete” BUT WAR 
PRODUCTION and WAR RATIONING are factors 
that demand immediate reconsideration of your 
schedule to include TRANSPORTATION ADV ER- 
TISING. It is not too late to consider a change 
in your 1942 schedule. The facts have changed over- 
night. 


you're with now, you can’t do 
your best for them or yourself. 


We'd like to have a pow-wow 
with a good salesman looking for 
a spot that’s “home.” No hide- 
bound rules or regulations to 
cramp his style. Every last ounce 
of co-operation to make him a 
success, 


In St. Louis, for example, your advertising dime will 
show a car or bus card to a thousand riders per 
month for four months. Circulation (riders per 
month) has doubled. Transportation advertising has 
always been a low-cost medium. You get more for 
your money in transportation advertising today than 
ever before. Get the new facts. 


WRITE, WIRE OR TELEPHONE 


If you're tired of nickel nursers, 
alibi artists, and big boss com- 
plexes, we can make life easier 
for you. 


Oh yes! About ourselves. We're 
\ | progressive outfit. We have a 


ees = LOOMIS ADVERTISING COMPANY 
SO i cas 2 Z| Executive Offices, Telephone Bidg., KANSAS CITY, MO., 1270 


“0 years. Our own men know 


» : ee ; a Picea e Be ee ‘ aad : 
vbout this ad. We're listening! ms ae ¥ a Pe ee ST. yh nits OE ee ‘ 
Box 3581, Advertising Age. | . " vill CHICAGO: Raymond Men ig 


{ Chicago a ee "i ire. _ 203 North Wabash, Andover 2240 ‘ 
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Kelvinator Launches 
Refrigerator Line 


In spite of the uncertainty of the 
materials situation, Kelvinator divi- 
sion of the Nash-Kelvinator Corpo- 
rution, Detroit, has begun a modest 


advertising campaign for its line of | 


refrigerators, cut from eight to six 


models this year. The campaign 
ihus iar has consisted of spreads in 
five January business papers fol- 


lowing single page copy in Decem- |} 


ber issues. Some consideration is 
being given to the use of news- 
papers in key cities. 

Prices have been reduced and the 
size of the refrigerators increased. 
Instead of the annual dealer con- 
vention, distributors were called to 
Detroit a few weeks ago to make 
1942 sales plans. 


To Launch New Campaign 

Franklin Life Insurance Com- 
pany, Springfield, Ill., will open a 
national drive next month with in- 
itial institutional copy appearing in 
the Feb. 2 issue of Time. Roche, 
Williams & Cunnyngham was ap- 
pointed recently to handle the ac- 
count. 


The Greatest 
SELLING POWER 


in the 


SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.— THE KATZ AGENCY, INC. 


Reader Reactions 


to Business Paper 
Ads Being Tested 


(Picture on Page 31.) 


New York, Jan. 7.—In an effort 
to ferret out copy and layout prin- 
ciples that contribute to advertising 
| efficiency, Electrical Contracting ha: 
iaunched a series of tests with the 
Scanacord, device for tracing read- 
‘rs’ eye movements when looking at 
a printed page. Although used on 
many occasions in consumer media, 
this is believed to be the machine’: 
first application to the busines: 
|paper field. 

Recordings made with the Scana- 
cord have thus far sketched the eye 
reactions of a number of represen- 
tative electrical contractors to ad- 
vertisements that have already 
appeared in the publication, accord- 
ing to Lloyd W. Dunn, promotion 
manager. He pointed out that the 
findings give evidence on the rela- 
tive degree of interest in various 
| illustrations, headlines and blocks of 
|copy, but said that Scanacord tests 
cannot show reader preferences as 
'to length of copy due to conditions 
necessary for the experiment. 

Illustrations reproduced on Page 
| 31 indicate reader reactions to two 
| of the ads studied. 


| 
Ayres Heads FTC 

William A. Ayres, a member of 
the Federal Trade Commission since 
11934, has become its chairman, suc- 
ceeding Col. Charles H. March. The 
\office rotates annually among the 
\five members. Mr. Ayres, an at- 
|torney, was a member of the House 


of Representatives for nearly 20 
years. 

eieess 

Adds Two Accounts 

| Carter, Jones & Taylor, South 
|Bend, Ind., has been named _ to} 
direct advertising of South Bend 


Toy Mfg. Company, South Bend, on 
which Paul A. Fergus will be 
j}account executive, and Studebaker 
Machine Company, Chicago, hy- 
draulic visepresses, on which James 
W. Taylor will be account execu- 


tive. 


THIS RICH, 


EMPLOYMENT 


TELEPHONES 

POSTAL RECEIPTS 

BUILDING PERMITS 
Number residential 


value 


value 


DEPARTMENT STORE 


Inbound tons 
Outbound tons 


Thousands of KWH 


FREE SPENDING MARKET 
SHOULD TOP YOUR SALES PROMOTION 
LIST FOR 1942 


AND HERE'S WHY... 


(64 industries, factory and office) 
Rubber factory personnel 


Number nonresidential 


SALES TAX COLLECTIONS 
RAILROAD CARLOADINGS 


INDUSTRIAL POWER CONSUMPTION 


YOU CAN DO A COMPLETE JOB OF COV. 

| ERING AND SELLING THE AKRON MARKET 
BY PLACING YOUR MESSAGES IN AKRON'S 

| ONLY NEWSPAPER. 

EE 


(1941—first (Per cert 

it months of 1940) 
56,508 126 
42,015 133 
75,434 116 
$1,666,182 107 
971 220 
$5,369,441 190 
2,797 127 
$6,297,596 331 
$3,269,447.50 134 
SALES 129 
3,750,467 117 
1,669,376 130 
186,549 139 


THIS WEEK 


Index of Retail Activity 
85 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1942, by Advertising Publications, Inc.) 
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AKRON BEACON JOURNAL 


Represented by: STORY, BROOKS & FINLEY 


New York, Philadelphia, Chicago, 


Cleveland, Los Angeles, Atlanta. 


JAN. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. 
. Gain Gain 
or or 
| 1-Week 1-Week 1-Week Loss Loss 
Period Period Period 1942 1942 
Ended Ended Ended over over 
Ind tr Form Jan. 6,1940 Jan. 4, 1941 Jan, 3, 1942 1940 1941 
us y .) Ley GE cisecnakediee 142,884 — 135,510 149,814 $4.9 +10.6 
eee, Tes Bis cs da0wes 116,402 107,815 115,776 —0.5 + 7.9 
. Atlanta, Ga. .. 219,765 214,452 221,830 + 0.9 + 3.4 
Baltimore, Md. 334,596 332,774 54,044 + 5.8 +64 
Birmingham, Ala 230,034 256,606 266,532 15.9 + 3.9 
| Boston, Mass, ; 64,714 277,460 257,521 0.4 7.2 
Washington, D. C., Jan. 8.—Re- |'Bridgeport, Conn 143,612 151,480 a 
. : — a oe Sennen | eno, MN, F 2OS884 191,147 IS5,519 11.2 0 
sponding to the call of Maj. George ifiaaian 2 142-867 59 159 5687: 60.2 9 
Berry, president of the Interna-|(¢@edar Rapids, Ia Th.964 76.468 74.256 2.3 9D 
‘ ri Ire > ¢ = 
tional I rinting Press Men and As- Chaviesten. W. Va 142.275 139.398 119.525 16.0 14.3 
sistants Union, representatives of |*Chicago, III. $43,813 366,913 $19,526 5 + 14.3 
all branches of the graphic arts in- | Cincinnati, ©O 283,312 269,834 272,494 3.8 + 1.0 
dustry met here today to mobilize ir ea i aa a aa $14 a46 Hs * : + : 
. eas ° OLUMOUS, ’ : ee o > ’ . ’ 
for war conditions and to establish — v3 ns 
P are aT 7 " hii . allas, Tex 323,865 200 511 291.0 “ 3.2 
an organization to be know n as the Davenmurt. ba 200.018 299 866 234 318 Lit 4 19 
Graphic Arts Emergency Council. | payton, o 248.248 239 148 134.976 45.6 41.9 
Although union-inspired, the en- | Denver, Colo. .. 202,985 181,719 206,867 1.9 13.8 
tire industry was represented in an | es Moines, la... 116,460 97,799 87,955 24.5 10.1 
attendance numbering 123) men. | Detroit, Mich 308,045 02,685 282,772 8.2 6.6 
Magazines, newspapers, job and a. +“ res con 7 +r of sae : a : = - 
“say ; Srie, Pa, . oe 26,252 2 23,97 
publication printers, lithographers] jeyajevilie. Ina. 192-640 197.582 213.164 10.7 L7.9 
and engravers, suppliers of graphic} Fall River, Mass 18,412 67,904 66,652 37.7 1.9 
arts materials and unions in these} plint. Mich 164.640 167.034 153,986 6.5 7.8 
fields participated. Fort Wayne, Ind... 189,952 143,801 137,424 27.7 —4.4 
The council is to consist of two |(#ry, Ind. ........ ot,eae dp pdedy ene —. aa 
cesieaen fn waets ves al trade |Gr#nd Rapids, Mich 153,216 136,934 154,582 + 0.9 12.9 
members from each nationa trade | Greenville, S.C 113.661 105,827 119.987 L156 13.4 
association in the graphic arts field, ia, Li 0572 39.455 29 959 a 98 
two from each of the five unions | pouston, Tex. .... 03.296 845,814 250.222 17.5 27.7 
comprising the International Allied Huntington, W. Va 129,953 125,579 127,705 1.7 +1.7 
Printing Trades Association, two | !mdianapolis, Ind. ..... 348,628 305,200 340,928 2.2 + 11.7 
. : Jackso . mF 36,626 146,608 155,260 13.¢ +5.9 
from Amalgamated Lithographers |“ “‘ avilte, ls — ‘ ‘ 
of America and four members-at- | Jersey City, N. J 6,080 ‘3,251 52,030 ae ry 
i ie “a : _| Kansas City, Kan 69,181 63,665 35,553 52.8 —44.2 
large drawn from outside employer | Kyoxville, Tenn 180,404 63,688 145,908 19.1 10.9 
associations or unions. Little Rock, Ark 143,136 134,246 148,092 3.5 10.3 
Los Angeles, Cal $45,357 ‘f ve 102,038 9.7 + 2.2 
Must Ratify Program Louisville, Ky 211,856 206,053 240,687 13.6 16.8 
F ; Lynn, Mass, 114,408 115,766 129,010 16.8 11.4 
Each organization attending the | Manchester. N. H 53.126 50.784 17,910 0.8 5.7 
conference must ratify the program | 'Memphis, Tenn 97,520 190,022 212,758 64.4 12.0 
. . J , @ 2° i Ded ‘ , 9 
and in so doing agree to meet what- Miami, Fla 288,904 302,155 610,098 ¥.6 10. 
ever assessments are levied to cover | Milwaukee, Wis 192,722 275,393 —s 10.1 
eT ; RE ey es an. | Minneapolis, Minn 266,937 215,378 8.7 + OS 
costs. A W ashington office is plan Moline-Rock Island, 1 138.544 285,628 1 + 127.8 1.22.0 
ned. The basic idea of the new or- | yew Bedford. Mass 50.120 63,266 5! 6.4 15.8 
ganization is to provide a solid front |New Haven, Conn 165,214 226,712 1.8 28.4 
for cooperating with the govern- |New Orleans, La $48,952 362,292 316,67! 29.5 12.6 
ment in the war effort and for in- |New York, N. Y.... yt aeteoee ey = 
suring continuance of the industry ee n W. Y.. 2 ‘ ath . : ais aa aan rf | oe 
. R Norto P a ae ” ‘ ‘ ao, é o +2... 
on the best scale compatible with | Oakland, Cal 141,698 118,777 138,584 2.2 16.7 
emergency conditions. ., |OKlahoma City, Okla 123,704 118,916 117,222 —5.2 —1.4 
Each organization will select its |Qmanha. Neb. ...... 45.417 111,013 91.900 3.7 17.2 
own representatives to the council, | Peoria, I 219,254 186,564 188,118 14.2 + OS 
after which the members will elect | PP'@delphia, Pa 30,408 foloc4 $79,086 4a r6.1 
> : Phoenix, Ariz 145,040 150,458 138,712 1.4 7.8 
a board of directors of seven men, . — —T — 77 
, . ittsburg ”; 338.7 OS,378 3 3 6.9 2 
no two of them from the same or- | { '''S?ursh. Pa oe sgdeiy “are a “ 

. - Portland, Ore 175,266 174,132 176,414 + OG aa | 
ganization. Providence, R. 1 52,917 169,033 180,472 85.7 6.8 
Newspaper officials who partici- | Reading, Pa 169,736 124,334 159,558 6.0 28 
pated in the graphic arts meeting | Richmond, Va 182,294 173,768 167,398 8.2 , 
also took in two other conferences | Rochester, N. Y 265,829 233,274 225,100 1 } 
during the day. One was with the | ~ semen «" ; a rom ra. as ~ +4 $2.9 > 
» » . os ° . sacramento, a i060 o),866 oo, ,016 to « 
Office of Price Administration, for | San Antonio, Tex 148,617 132,001 168,790 13.6 27.9 
a discussion of newsprint prices,|San Diego, Cal 146,580 199,266 175,406 19.7 12 
and the other with Director of Cen- | san Franciseo, Cal 227,233 220,327 241,308 $6.2 ' 
sorship Byron Price. Seattle, Wash 253,834 215,334 24,476 11.6 ‘ 

'South Bend, Ind... 95,719 81.516 77.603 18.9 1 
CHICAGO DESIGNERS Spokane, Wash 124,152 109,368 96,320 22.4 11 
VOLUNTEER SERVICES | St. Louls, Mo 200,915 263,330 271,435 6.7 
; ; St. Paul, Minn 225,435 187,583 171,727 23.8 S 
Chicago, Jan. 9.—Chicago de-| Syracuse. N. Y 107,499 155,369 97,603 2 
signers and artists volunteered their | Tacoma, Wash 124,236 119,350 109,158 12.1 5 
4 yy ' - 2 D ’ ' 2 ‘ | ed is ‘4 
services to the government at a aap : ll ons 4. a oor ++ te — +: 
2 ‘ _ po s oronto, an 2 45 e7O LHe fe m9 zh 
dramatic “Fight to Win” meeting Troy. NY oe aag INIT a4 943 9 
here last night sponsored by the Tulsa, Okla 157,62¢ 144,172 175,910 LILeé 2 
Chicago Society of Typographic | Washington. D. C 20.956 537.5277 051,705 5.9 
Arts and its win-the-fight commit- | Winston-Salem, N. © 123,718 113,470 108,920 12.0 ' 
tee headed by James T. Mangan, *Y°Ursstewn, © 128,708 ASS,08 134,155 
advertising manager of the Mills Total 070.974 16,105.49 15,888,522 6.8 
Novelty Company. 
Representativ es of the govern- 1 Commercial Appeal published 328-page Centennia Issue Jan, 1 
ment and the armed services joined containing 428,848 lines of advertising 


with local authorities and society 
members in clarifying war objec- 
tives. Speakers expressed the view 
that the art of design could be en- 
listed in the war effort in activities 
far beyond those represented by the 
mere preparaticn cf posters. 


2 Figures not ing 


uded in totals 
i Chicago Sun established 
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January 12, 1942 
studies linked with motion picture 
stars and with release dates of pic- 
tures. Copy will feature two new 


s - 
OPM Official 

e o fabrics, Scarsdale and Carveltone. 
@Wite 
c s 
in Furniture Sales 


bringing out of some new numbers. 
One of these, the Libyan desert offi- 
cer’s chair, developed by the Dun- 
bar Furniture Mfg. Company, 
(Continued from Page 1) | Berne, Ind., is a knock-down chair 
of bleached oak and leather which 
has a definite tie-up with the times. 

Ostermoor & Co., Bridgeport, 
Conn., will tell a quality story in 
|its 1942 copy appearing in 
magazines as Brides Magazine, Good 
Housekeeping, Life and Woman’s 
Home Companion. 

The Royal Haeger Lamp Com- 
pany, Dundee, Ill., whch feels it is in 
a particularly favorable position be- 
|cause of its slight conflict with the 
victory program, is promoting many 
new designs by building up its de- 


ceilings would be put into effect if! 
the situation demanded. He noted | 
hat while furniture prices have! 
ncereased but 30 per cent since the 
veginning of the war in 1939, 
largely due to a similar increase 
n manufacturing costs, furniture 
prices in the first World War| 
climbed 293 per cent. 

Furniture, now the No. 1 durable 
goods industry of the country with 
automobile production slowing to 
zero, is regarded as being in a par- 
ticularly favorable position because 
it competes very little with the vic- 
tory program. There is some con- 
sternation apparent in the floor 
covering field at the market here, 
however, as a result of the recent| 
OPM order cutting wool consump-| 
tion for floor coverings by 50 per 
cent for a three-month period. Con- | vened 
fidence was expressed, however,| ‘ 
that this order would be modified | 
considerably because of the belief} )yanufacturers and distributors in 
that wool used in floor coverings iS| any number of lines can take a leaf 
not ordinarily suitable for clothing | ¢,om the book of the H. T. Cushman 
and because there is an abundance) fg) Company, North Bennington, 
of floor covering wool in American) yy maker of dining room and bed- 
warehouses. 


Lists Main Curtailments 


|The company uses nothing but pot- 
tery bases. The Colonial Premier 
Company, Chicago, of which Mike 
Fryer is sales manager, is introduc- 
ing the use of fluorescent lamps for 
instead of 


which are rectangular 


Dealers Listed in Magazine 


leffective means of stimulating dis- 
tribution with a unique tie-up be- 

Chief curtailments in the home|tween magazine space and _ store 
furnishings group, listed by Mr./|displays. This sales objective is 
Bogardus, are in metals or plant|initiated by means of a_ special 
capacity needed for the victory pro- | agreement printed at the bottom of 
gram or in imported raw materials.|every company order blank which 
This has chiefly affected appliances) reads: “In consideration of the list- 
with the bedding industry also a/ing of your firm’s name in the May 
possible sufferer. He sees these/|full color page advertisement in 
shortages as a challenge to the|House Beautiful as our dealer in 
manufacturer and his ingenuity in| your city, you agree to display this 
the use of substitutes or the intro- | grouping (Molly Stark bedroom 
duction of new lines to keep his| group) as a group on your floor or 


ble, he said, lines should be short-| display during the life of this adver- 


ened and simplified. | tising.” 
Curtailments or no, Alexander} This is the third year the com- 
Smith & Sons Carpet Company,| pany has used this sales promotion 


Yonkers, N. Y., is going ahead with| idea and it is credited with a large 
an expanded 1942 advertising nies tdhees in the sale of 400-500 bed- 
gram, which will continue to put | room suites prior to the appearance 


emphasis on the colorama selector,|}of the copy and, of course, still 
a color spread in the April House} more later. 
Beautiful and Brides Magazine| The House Beautiful copy will 


being the opening gun. There will!consist of a full page color adver- 
be later color pages, linked with the | tisement with the list of cooperating 
company’s emphasis on matching|dealers on the facing page. The 
room colors with blondes, brown} company also will use smaller black 
heads, brunettes, silver grays and/and white copy in the May issues of 
redheads, in American Home, Better| American Home, Better Homes & 
Homes & Gardens, Brides Magazine,| Gardens and House & Garden. 
Good Housekeeping, House Beauti- This 55-year-old maker of quality 
ful, House & Garden, Ladies’ Home | colonial furniture evolved pro- 
Journal and McCall's. motion idea from an arrangement 
Masland floor coverings, dis-| with House Beautiful a few years 
tributed by Alexander Smith, will) beck when that magazine allotted 
be promoted by a series of color space in Radio City, New York, for 
pages in Life, consisting of color,;the display of products advertised 


its 


MEN TO TRAIN?..then let 
_ILLUSTRAVOX 


Models for 
large or small groups: 3 or 
1200 people; easy to use. 


YOK DIV. MAGNAVOX CO.. INC.. FORT WA RoE 
ILLUSTRAVOX DIV. MAGNAVOX CO... INC., FORT WAYNE. IND. 


in the}! 


such | 


| signer, Royal Hickman, artist potter. | 


floor and other lamps with shades | 


in the magazine. 

Its list of cooperating dealers ap- 
pears in a different magazine each 
year, House & Garden having it in 
1941. Dealers also get two giant 
blowups of the featured bedroom 
group and two easel cards. 


Emphasizes Higher Quality 


The Spring-Air Company, Hol- 
land, Mich., whose demonstrated 
alertness in sales promotion has 


made it a potent figure in the mat- 
tress field, is dovetailing its 1942 
program with the times by urging 
dealers to emphasize higher-priced 
mattresses, pointing out that in 
these days of metal scarcity it takes 
no more metal to make the springs 
for a higher-priced mattress than it 
does for one in the lower-priced 
range. 

In preparing its booklet outlining 
| the Spring-Air sales and advertising 
plan for 1942, the company notes 
three outstanding facts in the 1942 
promotion picture. These are that 
“the public will have a greater fund 
of money to spend during 1942 than 
at any time in history,” “that our 


nitely not going to have an 
creased amount of material to work 
| with” and that “you will be in an 


|industry, and many others, is defi- | 
in- | 


| 


oversold condition as far as the) 


| quantity 


that you can produce is 


concerned but you will not be in an| was to ask the FCC for permission 
oversold condition in relation to the| to take over RCA licenses to op-| 


/quality of what you make.” 


| 


Suggests Newspapers 
“While a 


. , . | 
}room furniture, which has found an 


newspaper campaign 
is suggested for the advertising 
series,” Spring-Air’s booklet, 
“radio, 24-sheets or other media can 
jbe used and special advertising 
jmaterial will be prepared upon 
|request.” Continuing on this phase, 
|the booklet advises that “the first 


says 


|advertising campaign should extend | 


'for not less than eight weeks, pref- 
‘erably for 13, with ads on a weekly 
| basis. The Spring-Air Company 
|will take a part of the cost of the 
| intensification plan in 


of the program, or in regional cam- 
paigns over plant names in areas 
| where the intensification program is 
|being carried out. However, the 
| intensification program must not be 
| thought of as simply an advertising 
‘idea and we will not 
where advertising is suggested but 
there is no background of merchan- 
dising.” 

As a background for the Spring- 
Air campaign full pages will be 
lused in Good Housekeeping, House 
Beautiful, Life and National Geo- 
graphic. 

Until a couple of years ago the 
C. F. Streit Mfg. Company, Cincin- 
jnati, advertised its upholstered liv- 
ing room furniture in magazines. 
Then, Carl F. Streit, owner, 
| points out, it hit upon a method of 
newspaper advertising which was 
found to have considerable appeal 
to dealers. The company has an 
irrangement with its salesmen pro- 


as 


viding that if they get sufficient 
distribution in the circulation area 
of a newspaper the company will 


buy space in that newspaper, adver- 
tising Streit products and _ listing 


le SS. 
Karpen Curtails Space 


The uncertainties of the times 
have brought a curtailment in the 
advertising plans of S. Karpen & 


Bros., Chicago, maker of uphols- 
tered living room furniture. Color 
pages will be used in the April 


House Beautiful, featuring the com- 
pany’s Fireside group, and in 
May House & Garden. The company 
expects to use less wool and more 
cotton in its fabrics and jute and 
burlap probably will have to be 
replaced to some extent. 


pany, Leominster, Mass., will take 
space in the March, April and May 
issues of Woman’s Home Companion 
to promote its hampers, 
carriages and juvenile furniture. 
Among others planning to use na- 
tional advertising in 1942 are the 
Cavalier Corporation, Chattanooga, 
maker of dining room and bedroom 
furniture, and the Rose-Derry Com- 
pany, Newton, Mass., maker of crib 
| mattresses. 


og “A stores that) Milwaukee. 
organization intact. Wherever possi-|in your windows and maintain this|use the second or advertising phase | 


cooperate | 


dealer outlets in full page space or | 


the | 


The F. A. Whitney Carriage Com-| 


baby | 


Blue Network 
Company Set Up; 
Seeks Key Outlets 


New York, Jan. 9.—Incorporation 
papers filed in Delaware for the 
Blue Network Company, Inc., today 
forged the final link in the radio 


Order ‘Evening 
Public Ledger’ to 
Stop Publishing 


Philadelphia, Jan. 6.—The Eve- 
ning Public Ledger, founded in 1914 
by the late Cyrus H. K. Curtis, was 
ordered by the federal district court 


chain’s divorce from NBC and emer- yesterday to suspend publication 
gence as a complete, self-contained because no _ satisfactory plan of 
organization. Approval of the new financial reorganization had been 
set-up was voted at a board meet- presented by its trustees. The 


ing of Radio Corporation of Amer- Ledger Syndicate was allowed to 
ica, of which the Blue Network continue operation for 30 days while 
Company will be a subsidiary. a buyer is sought. The syndicate 
The board of directors of the new publishes 22 features. 
company elected Mark Woods presi- The newspaper's failure occurred 
dent and Edgar Kobak executive a little more than a year after sale 
vice-president. Niles Trammel, who of control by the Curtis estate to a 
will continue as NBC president, was | group headed by Robert Creswell. 
elected chairman of the Blue Net- |The court refused a petition by the 
work’s executive committee. |paper’s employes to work one week 
An advisory committee represent- | without pay, and also refused the 
ing independent affiliates has been | offer of Sherman Hoar Bowles, gen- 
set up with the following members: |eral manager of the Republican, 
Harry Wilder, WSYR, Syracuse; | Springfield, Mass., to post a certi- 
Allen Campbell, WXYZ, Detroit;| fied check for $30,000 if the em- 
Earl May, KMA, Shenandoah, Ia.; ployes’ proposition were accepted. 
Henry P. Johnston, WSGN, Birm- 


ingham; Harold Hough, KGKO, 
Fort Worth; Tracy McCracken, | 
KFBC, Cheyenne; and Howard 


Lane, KFBK, Sacramento. 
Blue Network's first official step 


* Boda | 


tH 


is a symbol of American life in its 
most satisfying mood. Modernized 
rooms at reasonable rates . . . air-con- 
ditioned restaurants... new popular- 
priced Coffee Shop serving all meals. 


BELLEVUE 
STRATFORD 


PHILADELPHIA 


One of the Few Famous 
Hotels in America 


CLAUDE H. BENNETT, General Manager 


erate Stations WJZ, New York, 
WENR, Chicago, and KGO, San| 
Francisco. The FCC recently ap- | 
proved transfer of the three licenses | 
from NBC to RCA. The Blue Net-| 
work will continue to furnish pro- | 
gram service to more than 100 in- 
dependently - owned affiliated 
tions throughout the country. 


sta- | 


Adds Leslie Falk 

Leslie A. Falk, formerly merchan- 
dise sales manager for Wisconsin 
Power & Light Company, Madison, 


has assumed a similar post with 
|Wisconsin Ice & Coal Company, 


“PAPER SET?” 


’s why: 

We say NO... and here’s why: 
When you contract for space ina — of your organization or the pub- 
newspaper, trade paper or maga- lications. In modern day compe- 


zine, you are simply leasing white tition it also calls for a good type 


space to serve you in selling. What face assortment. And it sometimes 


goes into that white space is what requires a great deal of time and 
determines the result you obtain. patience to get an advertisement 
You pick your illustration, you to have any kind of appearance 
make a fine halftone, you carefully that will satisfy you. True, the 
go over your copy, you are pleased cost of the space is often small 


with the lavout of the advertise- but no space cost is too small not 


ment. So far everything is fine to justify the sales message being 


until you decide to let the “paper — given every opportunity to do 


set.” So you proceed to either — the required work successfully. 


The 


is not 


specify what types are additional cost 
. MA | 


to be used in setting great and the 


| your advertisement or simplicity and ease of 
| 
| 


you take achance that handling as well as a 


| someone on the publi- good fine appearance is 


cation will interpret not difficult to obtain. 


the layout and give Talk it over today with 


| you what is needed. a representative of the 


Kither of these acts re- Faithorn Corporation 


FINGHLEY 
(( peallashine 


quires, for good adver- and let him explain the 


tising, an exceptionally “sure way” to handle 


19 Bast lecavee Boccereee 


skilled and technical your work. Simply tele- 
phone, Wabash 7820. 


MEMBER OF ADVERTISING TYPOGRAPHERS' ASSOCIATION OF AMERICA 


FINCHLEY is a regular user 


knowledge on the part of Faithorn Complete Service 
oo) I f F 


| 


| &&, FAITHORN CORPORATION ry 

| Skemp Ad-Setters- Engravers-Printers & 
Bini & 

| PRINTING 504 Sherman St., Chicago * Wab. 7820 PRINTING 


DAY AND NIGHT SERVICE 


: A% ~ Sa dae cn ae ae ’ ; ae Roe " fy ; : : : : é pete ee tae teh 5 ag Bee as } 
pom ones Rin” ae way - oa . “ J ee, eon whee Bites ¥ " rs ois Pye plgek-: " i: * Pe’ a me fais = ida ie oe % ie ye oe - = : 4 t sae | 
Tl, i + me . : f Fs 
dela, 
it : vee 
eg 
T shed 
ss 
Aficin 
oe: om 
seh 
: A 
ae 4 
ee | . 
Me iid 
ae 
oe 
eats a 
ee 
: ab bs ; 
re CA RR A TT 
| a 
es eee ge 
ee : ; 
a ae 
| . 
ve, 
a = : | : 
ce, 
er 
ae a 
*~ (-: % 
. rT ; 
4 _ 
i . 
| ai Fie eh 
a =|6h 
_ 
ae 
ee - 
ee Be 
- 
4, 
| —— OOO Vv ia 
| ee 
} * — 
: sete, Pa 
; = 
38 
‘ 2 z a 
eee | 
ol ea : oe 7 4 Pe ee ha 
: =~ = ee - 
, ees Cates 
> :. ree 
-—" aa ee 
a Seiad zz & _ EET | 
a Pe P ” oe” 5 Me, ‘ Oa. sn } | x 
» | “oge best way"! Training salesmen, = yf ed eee 
" vw NYG Sane ie a a ; 
) dealers, distributors . . . telling your “WMG . 4 i 
story to the public... or instructing ead | 
. one i eee8 ee A ae : ; = 
apprentices—it does a good feb es am 
: it does it economically! a oa at” 
pws iit. < ent gad ae —_ ei 
4 ap 
| : 7 ee ies 
ee _e i a4 4 Pe ‘ ae | i 
ph \ 4 a \ . - if 
; i ‘a A ys . ae * 
% Ss 7 
’ ee BR a bb dk — 
f pil a fom i eeeee—SSSS 
' ae 
ee 
a = 
q " F 
< 
a Se ey ee eae 2 a Be br + ie eee i ee igs im ora ——: iene ae ee u% es st tt Sa toon oa 4! Tee ge a. ee: Pini Side intial: yt i, hing ase " me a th, 
a Eee pe tg Set 7s i 4s Te se , + KA aD as te ai F Fg “3 fs a g hes i By ; he. w Mins. % 5 ee a ae a ‘s ie re +S aie f oe es x ae # yon we beech: ae = 2a *, at a sl . fe 


ADVERTISING AGE January 12, 1942 Jan 


eet —-- —__—s — ———_——_—— ———__— — - —— — 


Never Underestimate the Power of a Woman! 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


HOUSE ORGAN EDITORS PLEDGE VICTORY AID 
Biyit 


Editors of 15 company publications met with Treasury Department officials in 
Washington Dec. 30 to map an all-out drive on behalf of defense bonds and 
stamps, including the payroll savings plan. In this group are (back row, left to 
right) Alex Smith, General Electric Co.; Thomas |. Starr, Michigan Bell Telephone 
Co.; Garth Bentley, Seng Co.; A. P. Alexander, Jr., Coca-Cola Co.; E. C. 
Badeau, International Nickel Co.; B. Mark Mulcahy, Thompson Products; Vincent 
Callahan and Ross Barrett, Jr., Defense Savings Staff; Elmer |. Applegit, Socony- 
Vacuum Oil Co.; W. M. Thompson, Shell Oil Co.; Milton E. Mumblow, General 
Motors Corp.; (front row, left to right) Jean C. Thompson, Robert Newcomb, 
Inc.; Philip C. Humphrey, Texas Co.; Elizabeth Stroud, Hercules Powder Co.; 
Robert Newcomb, Robert Newcomb, Inc.; Merrick Jackson, Western Electric 
Co., who heads the editors’ plan board; Thomas C. Collison, Eastern Air Lines; 
and Marguerite Sammons, Pure Oil Co. 


DISPLAY FEATURES COPPER MINE INTERIOR 


Daily crowds are viewing this life-size cutaway section of a copper mine at the 


New York headquarters of the Chicago Pneumatic Tool Co. Actual machines 
used in mining are shown in the window display, the second of a series of 
educational exhibits sponsored by the company. 


— 


LOSES NO TIME IN POSTING STAG VICTORY APPEAL 


“REMEMBE 


Stag 


EXTRA DRY 


PILSENER BEER 


DEFENSE BONDS 


.4% 3 PES 
4 (Wort Daaplay* $T Louis) a 


Three days after America entered the war, this patriotic poster in red and blue on white was produced and erected in the 


St. Louis and East St. Louis, Ill., markets on behalf of Stag beer, product of Griesedieck-Western Brewery Co. 
lack of time prevented immediate posting of the victory message throughout the company's entire territory. 


GLAMOR 
SHYS LANA TURNER 


( HONEY SKIN TYPE ) 


“| found a Glamour Secret” 


. 


— WOODBURY 
( cher ( caboliel pruds 


FREE 4 mre GAmOUr mnOEE 4 CHeet 


Lana Turner, pictured above, and other 
screen stars and prominent debutantes 
will feature 1942 magazine copy for Jer- 
gens-Woodbury products. Skin types pro- 
vide a copy theme, and, dermatologically 
speaking, Miss Turner is a “honey.” The 
company plans its most extensive cam- 
paign this year. Lennen & Mitchell 
directs the account. 


SCANACORD TESTS READER REACTION TO BUSINESS PAPER ADS 


ey 


Ott preregetane EROOTES WE ke et, 
oe nedees ef —e 
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The dots recorded on these two advertisements by the Scanacord 
lines describe “paths of interest.” 


represent “concentration of interest.’ while the solid 
(Story on Page 28.) 


Only the 
Gardner 


Advertising Co. directs the account. 


Tiereitie 


WTTTEP 81h Coury 


Harold R. Deal, advertising and sales promotion manager, Tide Water Asso- 

ciated Ojl Co., and W. A. Reanier, domestic sales manager of the Associated 

Division, look over the Helms Athletic Foundation award just given the company 

in recognition of 16 consecutive years of sponsoring intercollegiate sports broad- 
casting on the Pacific Coast. 


DONT WAiT- 
VOLUNTEER! 


‘Your Navy 
NEEDS YOU 


Men are urgently needed! ee dd der ecpag 
Go to the nearest Navy Mee Prenisenry Geveeae * 
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The U. S. Navy, using full-page copy in color, has just initiated « new campaign 
aimed primarily at midyear high school graduates and young men whose holiday 
employment has ended. Two ads each in The American Weekly and This Week 
Magazine will be carried over « four-week period. 
campaign. 


BBDO directs the Navy 
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ADVERTISING AGE January 12, 1942 


POPULATION BANK DEPOSITS 


1940 U. 8. Census) (Editor and Publisher 1941 
Market Guide) 

(000 omitted) 
1. New York, N. Y NFA 
2. Chicago, Il $3,960,019 
3. San Francisco, Cal 2 
4 
5 


New York, N. Y 7 
Chicago, I 


Philadelphia, Pa Boston, Mass 4 


Detroit, Mich Phiiadelphia, Pa °2 
Los Angeles, Cal 6. Pittsburgh, Pa 1,2 
Cleveland, Ohio 7 Los Angeles, Cal 1 


Baltimore, Md 
St. Louis, Mo 
Boston, Mass 
Pittsburgh, Pa 
Washington, D. C 


» Detroit, Mich 
9. Baltimore, Md 
16. Cleveland, Ohio 


San Francisco, Cal 13. Kansas City Mo 

Milwaukee, Wis 14 Providence, R ral 
Buffalo, N. ¥ 15. Seattle, Wash -- 
New Orleans, La 16. Cincinnati, Ohio 

Minneapolis, Minn 17. Minneapolis, Minn 

Cincinnati, Ohio 1% Washington, D. C 

Newark, N. J 9 Milwaukee, Wis 

Kansas City, Mo 1) Albany, N. ¥ 

Indianapolis, Ind 21 Newark, N. J 

Houston, Tex 22. Indianapolis, Ind ea 
Seattle, Wash 23. Atlanta, Ga 

Rochester, N. Y au Houston, Tex 

Denver, Colo 25 Dalla Tex 

Louisville hy 26 Portland, Ore . 
Columbu Ohlo 27 New Orleans, La 

Portland, Ore 28 St. Paul, Minn one 
Atlanta, Ga 29 Jersey City, N. J 

Oakland, Cal 30. Worcester, Mass Ps 
Jersey City, N. J 31 Richmond, Va 

Dalla Tex 2. Hartford, Conn hin 
Memphis, Tenn 33 Denver, Colo hin 
St. Paul, Minn 34. Charlotte, N.C 

Toledo, Ohio 35. Oakland, Cal toe 
Lirmingham, Ala 36. Louisville, Ky 

San Antonio, Tex anc 


37. Syracuse, N. ¥ 
38. Columbu Ohio 
39. Memphi Tenn 
40. Springfield, Mass 
4! Bridgeport, Conn 
2. Toledo, Ohio 


Providence, R 
Akron, Ohio 
Omaha, Neb 
Dayton, Ohio 
Syracuse, N. Y 


Oklahoma City, Okla 43. Wilmington, Del “a 
San Diego, Cal 44. Savannah, Ga 

Worcester, Mass 45. Raleigh, N. C _ 
tichmond, Va 46. Nashville, Tenn 

Fort Worth, 7 47. Tulsa, Okla to 
Jacksonville, Fla 48. Trenton, N. J 
Miami, Fla 49. Omaha, Neb Ma 
Youns atown, Ohio 50 Augusta, Ga Ma 
Nashville, Tenn 51 Jacksonville, Fla 

Hartford, 52. Birmingham, Ala poe 


Grand Rapids, Mich 
Long Beach, Cal 
New Haven, Conn 
Des Moines, lowa 
Flint, Mich 

Salt Lake City, Utah 
Springfield, Mass 
iridgeport, Conn 
Norfolk, Va 
Yonkers, N. Y 


53. Fort Worth, Tex 

54. Oklahoma City, Okla, 
55. San Antonio, Tex 

56. Winston-Salem, N.C 
57. VTaterson, N 

58. San Diego, Cal 

59. Des Moines, Ia 

60. Seranton, Pa 

61 Youngstown, Ohio 


62. Miami, Fla 
Tulsa, Okla 63 Sacramento, Cal leu 
Seranton, Pa 64. Troy. N. ¥ 

terson, N. J en 


65. New Kedford, Ma 
66 New Haven Conn 
67. Srokan Wash 
68 iam heater, N. H 
69. Portland, Me 


! 

Albany, N 
Chattanooca, Tenn 
Trenton, N. J 
Spokane, Wash 


Kansas City, Kan 7. Utiea, N. Y 
Fort Wayne, Ind 71. Fall River, Mass 
Camden, N. J 72. Elizabeth, N. J I 
Erie, Va 73. Long Beach, Cal 
Fall River, Ma 74. Yonkers, N. ¥ tur 
Wichita, Kan 75. Akron, Ohio 
antag Del 76. Chattanooga, Tenn dor 
Gary, tm 77. Grand Rapids, Mich 
Knoxville, Tenn 7k. Charleston, 8. C the 
Keading, Va 79. Waterbury, Conn “ 
New Bedford, Mase 110,341 sO, Lowell, Mass ~ 
Elizabeth, N. J 109,912 81. Wichita, Kan 3 
Tacoma, Wash 109,408 - tan abe sist 
Canton, Ohio 108,401 8%. Camden, N. J 
‘Tampa, Fla 108,391 MM Shreveport, La 
Sacramento, Cal 105 958 85. Dayton, Ohio y 
Peoria, 1 " wos 6. Wilkes-Barre, Pa 
Lowell, Mass 101,359 87. Duluth, Minn ha’ 
South Bend, Ind 101,265 ss. E. St. Louis, Il 
Duluth —"% ° ! soos 89. Norfolk, Va _ 
Chariotie, N.C “899 90 Mobile Ala ‘ 
Utica, N. Y eee 91. Pasadena, Cal re 
Waterbury, Conn 9,31 92. Evansville, Ind j 
Shreveport, La 98, 167 93 “hen su r os. 
Lynn, Mass see 91. PHOENIX ALIZON 
Evanaville, Ind 97,062 - - -_ the 
Allentown, Pa 96.904 %. Charleston, W. Va g 
Fl Paso, Tex 96,810 96. Harrisbure, Da 55,62 
1% 97. Holyoke, Mas 
Savannah, (a « > > 
Little F 88,039 98. Reading, Va ] 
Austin Fort Wayne, Ind 
Schenectady, N. Y Little, Rock, Ark ore 
Wilke Herre, Pa —o ton rex . . | le 
terkeley, Cal inghamton % a Fs 
Recntora, 1 Niagra Falls, N.Y % old in them, thar hills" at 
Lawrence, Mass Tacoma, Wash ' s eee lot 
llarri burg Ta Bayonne N J f 
Sacninaw, Mich Pittsfielt, Mass e or 
Glendale, Cal f Canton, Ohio 2 . al - s 
rig toca Seine tok eur and Arizona Al rejoins ere's - 
Lincoln, Neb 51,981 Erie, Pa . 
Pasadena, Cal a1. S64 New Hritain, Conn 
Altoona, Pa 80,214 Knoxville, Tenn . @ 
ee en eee money in Phoenix, Ari " Li . 
winetwe- Salem, WC. Fa hore Nal zona, banks ine . 
Huntington, W. Va &. 836 Maiden, Mass a e as 
Loneing, Mich 748,753 Lincoln, Neb * 
Mobile, Ala 78.720 Cedar Rapids, la ° ° the 
inchameem 8, 8 ea BE. Rit up Phoenix with the first 200 newspaper bo 
Montgomery, Ala 78,084 San Jose, Cal 
Ni ra Fall wy. Y¥ 74.029 Lerkeley Cal "al 
Manchester, N. H 77.685 Mt ene 
Quincy, Mass 75.910 Kan cities i 
geieey,, Mees nt °o e Unire ares stanas r 
St. Joseph, Mo i Roan e ; 
KF. St. Louis, 1 75,609 Lat 
Springfield, 1 75,503 25. Topeka, Kan Py e e : 
rortiend.. Me Tact ff 126. Schenectady, N.Y in population, then jum i be 
Charleston, S&S. C 71,275 27. Tampa, Fla ' yu ps ° “nine Pp aces be 
pringfield, Ohio 70,662 128. Allentown, Pa 
Tr N. ¥ 70,304 129. Madison, Wis ve 
" mond, Ind 70,184 130 sginaw, Mich t oo » 
aah cat? ff 131. St. Joseph, Mo owar e Trop fo ian th in Bank Depos sn 
N i sin, Conn 68,685 132. Salt Lake City, Utah . ‘s 
San Jose, Cal 68,457 133 El Paso, Tex ers 
Charleston, W. Va 67,918 13 Quincy, Mass 
Topeka, Kan 67,833 135. Stamford, Conn it . oe me 
esa Sant fe nonin he s...And look at mounting Bank Deposits 1 
Mt. Vernon, N. ¥ 67,362 137. Springfield, Ohio tin 
Kacine Wis 67,195 138 Davenport, la 
Johnstown, Pa 66, 668 139. Haverhill, Mass e ® ‘ 
ee ee r 1941. Now up to $78,141,155, a gain of 32% over "4 ! | 
Davenport, lowa 66,029 141. Terre Haute, Ind 7. ' + 7 ° s igure: 
Aueuseta, Ga 65.919 142 Ltreckton, Mase - nu 
PUOUENLN. ARIZONA 65,115 143. Columbia, 8S. C 
Evanston, HE Dame 3 oo Jackson ~¢7 e 7 “ TIS 
Ativntie City, No J 64004 Sioux City, a ore spenaabie income in this go nugget of wesrern markets 
Terre Haute, Ind 62,693 or ay Se -s " | 
ail shod es ¢ 62.3% 7 New Rochelle, } ° 
7 — , ,% 148. South Bend, Ind lin 
Krockton, Ma 62,343 - e bd bd - 
Cedar Rapids, lowa 62.190 4% Evanston, Ii ore opportunity to se igh salaried personnel of 
jochwon St ctor «150. Beaumont, Tex . nse inaus- 
Ia ic, N. J ‘ " + oo ‘ : 
1 ter. P 61.325 52 urham ( 
Lamenate : ia ys ase Montgomery, Ala t . = . ee je 
. Montgomery ries, defense projects, an rmy Air Corps training centers 
Wheelir WwW. Vi 61,099 
Galveston, Tex ? 60.862 155 snta Monica, Cal a ' . ° 
$t. Petersburg, Fla 60,81 a+ a _ mt nu 
Fresno, Cal 60,685 7. Glendale, Cal 
hems i. os 60.195 158. St. Petersburg, Fla e e e e tic 
Gecemsbore, N, Gl. Seats 159%. Kalamazoo, Mich a oO the aireaqdy high per capita spending es, Arizona To | 
Decatur, Il 59.3 160. Chester, Pa e ' pr 
Chester, Pa 69,28 161 Lansing, Mich + 
Beaument, Ten 59.061 162. Wichita Falls, Tex * e - a. ; 
Dethicwens, Pa Sivso «163. Bethlehem, Pa ave cash to spend for better living and to invest in U. S. Defe 
New Rochelle, N. Y £8,408 164, Johnstown, Pa ° . nse 
Malden, Mass 58,010 165. McKeesport, Pa 
Macon, Ga 57.865 166. Sprimefield, lil 
Corpus Christi, Tex $7.3 167. Racine, Wis e — D., 
York. Pa f 168. Lynn, “Mans onas o whether you want fo increase saies, or insure rhe re nie 
Union City, N. J 646.173 169. Greensboro, N. C e re wl 
Waco, Tex 55.982 170. Gary, Ind V 
McKeesport, Pa 65,355 171. Waco, Tex e is 
Stockton. Cal 172. Amarillo, Tex for d ? h tw t t d d i i 
Matemasoe, 34tch 173. New Castle, Pa your product, here are o tested mediums avaiiabie for your vie 
Holyoke, Mass 174. Corpus Christi, Tex 
Santa Monica, Cal 175. Green Bay, Wis he 
Columbus, Ga 176. Bay City, Mich . o o oe e 
y= i Gaon rizona jo rite for the complete comparative standings of the . 
. lowa 51,743 178. Rochester, N. ¥ » . 
Amarillo, Tex 51,656 179. Jackson, Mich 
Asheville, N. C 51,310 180. Muskegon, Mich 
Portsmouth, Va 60,745 181. Atlantic City, N. J ege ° . e e e 
Rapuitens Gnie’——— Sadat HE. Columbus Gu irs newspaper cities in major business indices. ul 
Hoboken, N. J 183. Macon, Ga “A 


Muncie, Ind i Muncie, Ind 
Pittsfield, Mass 185. Springfield, Mo n 
Jackson, Mich 186. Hamilton, Ohio ) 
Lexington, Ky 187 Pontiac, Mich : 
Woonsocket, Kh. I 188 Aurora, Il CoO 
Kenosha, Wise 189. Kenosha, Wis 
Thay City, Mich 19%. Waterloo, la 
Stamford, Conn ? 191. Portemouth, Va 
Muskegon. Mich 47,697 192. Port Arthur, Tex 
New Castle, Pa 47.638 193. Altoona, Pa 
Aurora, lil 4j.170 i. Hammond, Ind lil 
Raleigh, N. C 46.897 195. Asheville, N. C 
Haverhill, Mass. . 46,752 196. Fresno, Cal Wi 
Green Bay, Wis 46.235 197. Hoboken, N. J : 
Port Arthur, Tex. .. 46,140 198. Pawtucket, R. I 1% 
Wichita Falls, Tex 45,112 199. Union City, N. J ti 
Elmira, N. ¥ _ 45,106 200. Woonsocket, R. I 

NFA—No figures evailable an 


*Does not include private banks 
deposits 
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